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Just as Monticello stands out as a land- } Albuquerque 
mark everyone must see, these stations a WTAR-TV...Norfolk-Newport News 
stand out as “must-see” viewing in their 7 4 Oklahoma City 
markets. That’s why they deliver effective anaes 
Spot TV results. And that’s why alert Dallas 
national advertisers list them first, when : Duluth-Superior Raleigh-Durham 
they go into a Spot TV campaign. Flat Bay Clty Rochester 


Houston 
Kansas City 
Television Division - Little Rock ; 
San Diego 


Edward Petry & Co., Inc. x iami WNEP-TV. .Scranton-Wilkes Barre 


The Original Station 
Representative 


KSTP-TV .. . Minneapolis-St. Paul 
NEW YORK * CHICAGO « ATLANTA « BOSTON « DALLAS * DETROIT « LOS ANGELES + SAN FRANCISCO * ST. LOUIS 








SYMBOL OF SALES 





Advertising Time Sales combines solid experience with vitality. 
Formed by the personnel of The Branham Company’s broadcast divi- a 


sion it is employee-owned. It has already won the confidence of the 
stations formerly in the Branham line-up. By limiting its list of 
stations, ATS adds a new depth in service — Personalized Sales 
Service. This includes personal contact with agency, research and y : | ings 
station people . . . full-time resarch and promotion departments . . . 
direct contact with advertisers and distributors through 9 national JAN. 
sales offices. Let ATS build giant sales for you! 


ADVERTISING TIME SALES, INC. 


New York + Chicago - Detroit 
Minneapolis - Atlanta 

St. Louis + Dallas 

Los Angeles + San Francisco 














( MM of ( Me Sickest Wim * 


Sister Marie Charles 


TV BIBLE SCHOOL The overwhelming response to her bible instruction 
for parents and children brings us infinite gratification . . . one of the 
many significant rewards of this unique television experience. 


Maine Broadcasting System 


WCSH-TV- Portland / WLBZ-TV - Bangor Boe KATZ AGENCY, inc. 


National Representatives 
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“YOU CAN QUOTE ME@,.. 


“We select the WLW 
Radio and TV Stations for ad- 
vertising MY-T-FINE Puddings and 
SWEL Frosting Mix because they offer 
the big three—programming, audience, 
promotion . . . all important to an ad- 


vertiser and agency in wrapping up 
a SWEL time package with 
MY-T-FINE results! 


Leeds 


Jeanette LeBrecht, 


Vice President, Media 
Grant Advertising, Inc., 


Television 
Cincinnat 





E; Crosley Broadcasting Corporation, _ 


4 October 


New York 


Call your 
WLW Representative ... 
you'll be glad you did! 


CROSLEY 
GROUP 
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Letter from the Publisher 
The ‘Wasteland’ Re-run 


FCC chairman Newton N. Minow’s recent address before the Radio and 
Television Executives Society of New York was, in effect, a sequel to his 
NAB “vast wasteland” speech. The broad objectives of both the FCC 
chairman and the broadcasters are the same—to elevate program stand- 
ards. Who is to dictate those program standards is the basis of the con- 
troversy. As to what constitutes censorship, there is a definite lack of 
communication between the FCC chairman and the tv industry. 

“It is not for me,” Mr. Minow said in his address, “or any other 
Government official to tell you what to broadcast, or what not to broadcast. 
It is not for me or any other Government official to say that a show must 
go off—or that a show must go on. In spite of this often-repeated position, 
there recently has been a lot of talk and debate about censorship. Some 
of it has been reasoned and genuinely motivated, but some of it has been 
designed to divert attention away from responsibility. For those of you 
who have any doubt, I repeat: this commission does not believe in censor- 
ship, will have nothing to do with censorship, and will refuse to let the 
cry of censorship smokescreen our mutual efforts to improve broadcasting.” 


The Minow Shape and Form 


Mr. Minow then went on to delineate what he thinks the shape and form 
of tv programming should take, this time with special emphasis on chil- 
dren’s programming. There is nothing wrong with the FCC insisting that 
a station fulfill its programming commitments on the basis of which it was 
granted a license. There is something wrong when the FCC tells the entire 
broadcasting industry what kind of programming it should put on the air. 
If this is not censorship, then there is indeed a woeful lack of understand- 
ing of the language. 

Mr. Minow sees himself as a catalyst in the programming area. In a 
press conference after his address, he alluded to the fact that part of his 
job is to arouse the public to be vocal in their reactions to tv program- 
ming. By this, of course, he means that part of the public which is in 
agreement with his views. Constructive criticism should be welcomed by 
an industry ever seeking for fresh ideas. But when Mr. Minow speaks, he 
is donning the official mantle as chairman of the regulatory agency of the 
industry. His attitudes, therefore, have official import. He is saying, in 
effect, to the public, agitate for the type of programming which I think is 
good and then as judge I will pass upon it in regulatory procedures. 


The Children’s Hour 


The chairman’s suggestion that the three networks split an across-the- 
board hour of children’s programming is similar to a suggestion made by 
former FCC chairman John Doerfer two years ago that the networks pro- 
gram public-service shows in prime evening time on the same basis. The 
fact that Mr. Doerfer stepped into the bounds of programming does not 
make Mr. Minow’s proposals any more palatable. Nor does the irk 
primateur of the Attorney General make it any more practical. One point 
Mr. Minow overlooks: in television the public voices its desires every hour, 
every day, every week. Mr. Minow’s proposal generates the basic issue of 
whether the public should have what it wants or what Mr. Minow and 
those who agree with him think the public should have. 


Cordially, 








== Oh oe ac eee oe ok ee me C8 


le - 


by 


he 
10t 
the 
int 
ur, 


nd 


Nw 








Television 
Age 


Vol. IX NO. 5 


Publisher 
S. J. Paul 
Editorial Director 
Dick Donnelly 
Managing Editor 
Daniel Richman 
Associate Editors 
Don Dunn 
John R. Mulligan 
Jacqueline McCabe 
Washington Correspondent 
David Stewart 
Financial Editor 
T. A. Wise 
Advertising 
Archer B. Greisen 
Business Manager 
Mort Miller 
Eastern Sales Manager 
Marguerite Blaise 
Production 
Fred Lounsbury 
Director 
Anne Imhoff 
Advertising, Sales Service 
Lee Sheridan 
Circulation Director 
H. C. Gainer 
Reader’s Service Dept. 
Marion Bowman 


Business Office 
Miriam Silverman 


Chicago Office 
333 North Michigan 
Tel. FRanklin 2-7100 
West Coast Office 

R. J. Friedman 
West Coast Manager 

Jerry Tronstein 
836 North Fairfax Ave. 

Los Angeles 46 
Olive 1-3180 





Member of Business Publications 
Audit of Circulations, Inc. 


TELEVISION AGE is published every other 
Monday by the Television Editorial Corp. 
Editorial, advertising and circulation office: 
1270 Avenue of the Americas, Rockefeller 
Center, New York 20, N. Y. Phone: ClIrcle 
7-7660. Single copy: 50 cents. Yearly sub- 
scription in the U. S. and possessions: $7; 
in Canada: $8; elsewhere: $12. Second 
class postage paid at Baltimore, Md. Copy- 
right 1961 by Television Editorial Cor- 
poration, 1270 Avenue of the Americas, 
Rockefeller Center, New York 20, N. Y. 
The entire contents of TELEVISION AGE are 
protected by copyright in the U. S. and in 
all countries signatory to the Bern Conven- 
tion and to the Pan-American Convention. 





—_— in 
A New Film for Television 


‘‘BERLIN”’ 


LATEST RELEASE IN 


THE BRITISH CALENDAR SERIES 


Produced by the C.O.I. in association with F. D. Kay 
Black & White 


Now available for release, this up-to-the-minute British Calendar film focuses 
on the Berlin situation and takes the viewer into the heart of Berlin for a 
discussion of the problems. 

Sign up now for the BRITISH CALENDAR series starting with this timely film 
on Berlin. A new quarter-hour program featuring events-in-the-news in Britain 
and the Commonwealth will be sent to you EVERY TWO WEEKS thereafter. 
This doubled schedu!e of British Calendar is new (formerly available only once 
every month). 


BRITISH CALENDAR can also be booked on a 26 or 13 week basis. All films 
free except for transportation charges, both ways. 


RADIO AND TELEVISION DIVISION 


BRITISH INFORMATION SERVICES 


BRITISH INFORMATION SERVICES, 45 Rockefeller Plaza 
New York 20, N. Y. Circle 6-5100 
Gentlemen: We would like to schedule the “BRITISH CALENDAR" film series, starting 


16mm A Quarter-hour Program 


with the “Berlin’’ issue on —_ 
(Date) 
We would like to be booked as follows: 


[-] Every two weeks [] Weekly for 26 weeks Weekly for 13 weeks [_] Berlin film only 


—--—--—-—-—--—---5 


on hears nechinajhinanaiatetid SOP , . 
(Day) (Time) 
Name winlinesntiacnnnntiiinitien santoabihlodaatehans : Title 
| Address sotusitinadaad 
| Station ane . Affiliation 
BEI asscveepsscpncrecnphatins Zone State 


_————— eT 
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Your car, madame... 


But where is the car? 


Here we are floating .. . 


Magic, you say? Yes! 
Camera and film magic! 


| 


FILM 
does the 
TST ELE 


vrifer is in aeep tne 


| Crriea tthe tilelel lam ale 
r7-Me lol isle laa. flying carpet? M-m-m 
mraeltiiohol-ta-timaels Mm. Z-me leh el-th1-184 

bisl-e2ahi-lamelge)e) Melela @ilalioMe(-1-10 

thought. Suddenly 

I've got it! Magic ride! Young 
aol!) o)(-rerale/ lire Misigeltle sMisl-mael alia’ 
No car—just flaating. Magic 
That's what we want! 


(@TaclaleMle|-1o Mn -1Ul Malek mnie 


Film was the answer—film with 

Mire a-letoliliis Ani mmelelolosicloliiiay 

m with a special prism camera— 
plus time, patience, skill 

Result: a TV commercial to rave 
about—unusual in every way— 
beauty—impact—memory value. 

But that's film for you! Film does 
the unusual—gives you the tom- 
mercials you want—and when! 

What's more, film, and film 
alone, gives you the convenience, 
rohd-1aele(-MeolaloM ol-lal-siselilolaMmeolmulele 
tiple markets that today’s total 
selling requires. 

For more information, write 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 

Rochester 4, N.Y. 


East Coast Division 
RY We" \olell tela Sa-taltl 
New York 17, N.Y 
Midwest Division 
130 East Randolph Driv 
Chicago 1, Ill 
West Coast Division 
oVACloMYolalioMtolallacd-1h7e 
Hollywood 38, Calif 


or W. J. German, Inc. 
gents for the sale and distribution of 


A 
Eastman Professional Films for Motion 
p 


ctures and Television, Fort Lee, N.J., 
Chicago, Ill., Hollywood, Calif 

ADVERTISER: 

Chevrolet Motor Division 

AGENCY: 

Campbell-Ewald Co., Inc. 
PRODUCER: 

Rene Oulmann— 

Arco Film Productions, Inc. 


Letters 
to the 
Editor 


Viewpoints 

the piece on Playhouse 90 
(Viewpoints, TV AGE, July 10). Obvi- 
ously, I don’t agree with all the points 
the writer made, but on the other 
hand, I’m certainly not in total dis- 
agreement with it. 

However, it seems to me there is 
little to be gained by arguing the case 
in public. 

Incidentally, I am extremely curi- 
ous as to who GBR is. Is he making 
a secret of his identity? 


HuBBELL RosBinson 

Hubbell Robinson Productions, Inc. 
Universal City, Cali}. 

Ed. note: To assure himself the widest 


possible latitude, “GBR” prefers to remain 
anonymous. For another point of view on 


| that column, see page 121. 


Magazine Story 
The article (“Moment of Truth,” 


| TV AGE, Aug. 7 and 21) has many 


pertinent facts about what is happen- 
ing in the magazine field; pariicular- 
ly what is happening with circulation 
and advertising. You might have re- 
ported, if you had wished to do so, 
that the Journal’s newsstand circula- 
tion (which had been ahead of Me- 
Call's for 15 years up to Jan. 1 last) 
pulled further ahead during the first 
six months of 1961, compared to the 
1960 annual figure. And, I might add, 
the Journal has been increasing that 
lead for the first two issues of the 
second six months’ period of 1961. . . . 
In the long run, I am convinced, it 
is what readers think of a magazine 
that determines its success. Readers 
want the Journal and at $.35 a copy 
because, we believe, of its superior 
editorial content. 
Bruce GouLp 
Editor 
Ladies’ Home Journal 


Philadelphia 


. Does [this article] represent 


your thinking? Some outsider’s? It 
hardly represents impartial thinking. 
I doubt it represents the thinking of 
most people in the advertising busi- 
ness. Of course, it is the kind of 
slanted writing that your readers must 
enjoy. But it can fool them too. 

I wouldn’t presume to speak for 
other magazines. McCall's is doing 
fine. It will continue to do fine. It will 
have more than eight million paid 
circulation with the December issue. 
I could say that nobody who watches 
television pays anything. It is all free. 
But I don’t believe that’s a legiti- 
mate objection to television, so pre- 
tend I didn’t say it. 

And by 1965 McCall’s will, indeed, 
have 11 million circulation. Paid. 
Maybe more, certainly no less. It will 
do very well financially. So will tele- 
vision. Good television will be around 
a long time, and every good maga- 
zine will be around equally as long. 


Hersert R. Mayes 
Editor 

McCall's 

New York City 


.... 1 can’t fault the article, on 
the whole, though it does seem to me 
just a wee bit slanted in favor of 
your unhappy medium. | might also 
say that I think Playboy was slighted. 
You will reply that I would be bound 
to think so, but I will come back with 
the following thought; that the piece 
would have been far stronger if it had 
told more of the astonishing story of 
Playboy and its success, and at- 
tempted less to make Playboy fit the 
theme. Playboy could have been an 
outstanding and unique example of 
what can be done—and what used 
to be done—and would therefore 
have served brilliantly as the excep- 
tion that proves the rule. 

Nonetheless, I'd like to compli- 
ment you on a most fascinating, docu- 
mented job. I do not envy you the 
ambivalence which must occasionally 
animate your thoughts in running a 
magazine devoted to a competitive 
medium, vast wasteland or no. 

A. C. SPECTORSKY 
Associate Publisher and 
Editorial Director 
Playboy 

Chicago 
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On the move. That's Los Angeles. And 
anticipating the changing tastes of this 
huge metropolitan area is a big job... 
a job for a station like KABC-TV. ABC's 
Flagship in the West is getting the job 
done with aggressive programming, 
imagination and flexibility. 


GO FIRST CLASS ON... 


“Wrst 2 Owned and Operated by American 
= Broadcasting-Paramount Theatres, Inc 


Represented by ABC-TV Nationa Stet Sales 
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WHAT’S AHEAD BEHIND THE SCENES Te le hl SC Op Ee 


Animation Unit Suspended 

Robert Lawrence Animation, cartoon-making division 
of Robert Lawrence Productions, has been quietly folded, 
it was learned at press time. Peter Cooper, head of the 
animation unit, has moved into the live-action field for 
the Lawrence firm. Cliff Roberts, designer, will go back 
into the freelance field, but has tentative plans of open- 
ing up his own shop. 


Sky-Tv Report 

Watch for the fireworks when the FCC-appointed Ad 
Hoc Carrier Committee on communications satellites re- 
ports out Oct. 13. The 10 companies composing the com- 
mittee reportedly have not found a formula for ownership 
and control of the system that would not tend to mo- 
nopoly. The Justice Department and Congressional critics 
of immediate private ownership are waiting with heavy 
artillery. 


Color for Coffee 

Is the National Federation of Coffee Growers of Co- 
lombia the first national advertiser to use color com- 
mercials for spot schedules in several markets? The 
organization, returning for its second major spot season 
late last month, has color films running on WNBC-TV and 
wor-Tv New York, KRoN-TV San Francisco and WRCV-T\ 
Philadelphia as part of a 13-week fall drive. Other 
markets getting new “Juan Valdez” films in black-and- 
white, placed by Doyle Dane Bernbach, are Boston, Buf- 
falo, Cleveland, Detroit, Pittsburgh, Washington, Los 
Angeles and Baltimore. Charlotte Corbett is the agency 
buyer. 


CBS Tightens Ship 

Continuing to move toward a tighter organization in 
the three-way struggle for network supremacy, CBS has 
shifted its sales presentation department under the aegis 
of sales, rather than that of information services, where 
it had been. Presentations reportedly were set aside from 
that department so that its work could be overseen by the 
late Bill Golden, brilliant artist and creator of the CBS 
“eye,” whe served as director of sales promotion and 
advertising for the network. 


Another Advance for Commercials? 

Gotham Recording Corp., capitalizing on what has been 
called a trend toward documentary realism in commer- 
cials, the so-called “situation commercial” (see lead story. 
page 19), has established a new division, Sound Actuali- 
ties, Inc., as a world-wide recording network and as a 
creative consultant to agencies. Agencies and producers 
will have available to them on-location recorded tracks 
of sounds and tones and electronic distortions of tones 
to produce the utmost in realism. Heads of the new 
company are Robert Franklin and Herbert Moss. 


WBC Creates New Service Post 

Westinghouse Broadcasting Corp. has appointed Her- 
man Land, director of public relations and special proj- 
ects for Corinthian Broadcasting Co., as director of 
creative services. The appointment, expected to be an- 
nounced this week, is for a newly created position. Mr. 
Land is to coordinate activities among the various WBC 
departments (except programming). These include ad 
vertising, promotion, public relations and research 


Quest for Quality 

Producer Gordon Duff, discussing the series of six 
original hour-long dramas he’s putting together fo. West- 
inghouse, thinks quality writers are still available to 
television. The first drama, coming up late this month, 
is by Saul Levitt; the December show is by Tad Mosel. 
On the others, due next February, April, June and July, 
Mr. Duff said, “We won't have Chayefsky. We won't 
have Rose. They’re busy on other projects. But we'll 
have writers and scripts of stature anyway.” 


More Cold Cures Come 

Latest name in the annual fall-winter cough-and-cold 
contest is Contac, a remedy from a new client at Foote, 
Cone & Belding, Inc., New York. At the middle of the 
month, placements of filmed minutes get under way in 
an undetermined number of top national markets, with 
the initial: schedules to run until year-end. Bob Rowell 
and Al Kalish are the buying contacts. 


Run on Public Affairs 

“With a half-decent break in world news, by Novem 
ber and December sponsors will be seeking last-minute 
participation in the programs, even though controversial 
content increases—as it must ...” Thus, six months ago, 
concluding a two-part series on public-affairs and docu- 
mentary programs, TV AGE anticipated what is the most 
surprising development in network tv today—a sponsoréd 
boom in factual programming. CBS-TV is reported 96 
per cent sold out for the fourth quarter. NBC-TV is 
running almost as high, with Brinkley’s Journal snapped 
up almost before it could be put on the market. 


Five Minutes Too Long 

Fans of the annual “Miss Rheingold” contest who 
wondered at the absence this vear of Marge and Gower 
Champion in the five-minute video commercials that 
have advised viewers to vote over the past several sea- 
sons might have assumed Gower Champion’s Broadway 
success—he directed Bye, Bye Birdie and Carnival 
put him above doing commercials. Not so, according to 
the Rheingold agency, Foote, Cone & Belding. One 
reason for doing without the tv capsulized shows: sta- 
tions complained about clearing five-minute segments. 
clipping ends of syndicated programs. 
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The D’Arcy Agency working with Anheuser-Busch advertising manager R. E. 
Krings created the PICK A PAIR theme to boost sales of Budweiser 6-paks. One 
of the most powerful elements behind the four-year success story of this promo- 
tion has been spot radio and spot TV — another example of the power of spot. 


Pick a Pair 


BUDWEISER@ |S A REGISTERED TRADE-MARK OF ANHEUSER-BUSCH, INC. 


You can PICK A PAIR of markets, a hundred markets or even more! Spot Sg Ra 
and Television are the most economical and flexible media to boost your sales. 
Your HR Radio or Television salesman will be glad to show you why. 


» Television, Inc. 
Representatives, Inc. 
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Within the same month both network and local business set new records—in opposite 





Business barometer 





Network was off only 3.0 per 


directions. Network 
billings showed the 
smallest July drop in isi ihe oe tik Me ee aie tte ge Wee Bs fo 

the seven-year history . <a) : Lat 
of Business Barometer 
reports, while local 
totals registered the 
greatest decline for the 
month since 1954. 


NETWORK BUSINESS 


4 month-to-month and year-to-year comparison 





cent under June, 0.6 per 
cent below the 3.6-per- 
cent June-to-July loss 
in 1954, the previous 
smallest dip for this 
division. The average 
seven-year loss for the 
month is 6.7 per cent. 








Despite the drop, in the year- 





to-year comparison net- 
work business this July 
was @ whopping 28.3 per 
cent ahead of July in 
1960, far and away the { month-to-month and vear-to-year comparison 
largest yearly gain ever *"* “" “Pr pieces eae Gurl 
recorded by network in 
any month since these 
comparisons began. 





LOCAL BUSINESS 


billings for July were 





Although local was ahead of 


off 11.0 per cent from 
the previous month, well 
above the average 6.2- 
per-cent loss for the 
period. The June-to-July 
Slump last year was 9.4 
per cent, the second 
highest July drop in the 
past seven years. 














July 1960, it was by an 
infinitesimal .02 per 
cent, as compared to a 
July '60-July '59 rise 
of 5.0 per cent and a 
*59-'58 11-per-cent 
advance. 





(A copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and geographical categories. Informe 
tion is tabulated by Dun & Bradstreet.) 
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All about time... 
in 12 hours 













Involved in time buying? 7 
Broadcast sales? Traffic? Work | 
in New York for a rep, network, agency or advertiser? 
Chances are you’ve got problems. We’ve got answers—in the 1961-’62 
Time Buying and Selling Seminar. The new TB & SS is “all about time.” 
It’s a one-of-its-kind, 12- hour course in the business side of broadcasting, designed 
to help make your work easier and provide the know-how that can mean faster advancement. 
§ Curriculum: Covers everything from the basics to the nuances of time buying and selling. 
Sessions: Eight, 5:30 to 7:00 p.m., every Tuesday starting October 24. Instructors: Eight 
industry executives representing advertiser, rep, agency and network operations. 4 Enroll- 
ment is limited to 50. So use the coupon below today to reserve your place. (The check you 
send is tax-deductible. But then it’s probably also a step toward a higher tax bracket.) 
4 If you prefer to first see a program listing the Seminar subjects, call Claude Barrere, 
Radio and Television Executives Society, PL 8-2450. 













Check enclosed C 


Enroll me immediately in the 1961-62 RTES Time Buying and Selling Seminar (Fee: $15) 
Please bill me | 








J oar 


mee ee a SO rn OT OO 


TIME BUYING AND SELLING SEMINAR - RADIO AND TELEVISION EXECUTIVES SOCIETY - 515 MADISON AVENUE, NEW YORK 22, N.Y. 
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TvAR analyzes patterns of cigarette smoking ....page 15 
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A Sponsor Listens 


Criticism of television evidently is 
having some effect on advertisers, if 
the statement of Roger H. Bolin, di- 
rector of advertising for Westing- 
house Electric Corp., at a recent pre- 
view of the company’s fall tv shows 
means anything. 

“It can be said,” Mr. Bolin re- 
marked, “that the complaints about 
television programming come only 
from a minority of viewers—but what 
a minority it is. Educators, profes- 
sional people, writers, high officials 
and others who are in positions of 
influence—theirs are the critical 
voices, Our series of new programs 
is aimed at them, as well as at the 
masses.” 

The Westinghouse idea in present- 
ing 18 special programs—‘event- 
type” shows, in the parlance of Pat 
Weaver, heading up television activi- 
ties for McCann-Erickson—is to pro- 
vide “something for everybody.” 
Coming at a two-a-month rate from 
October to March, the first 12 pro- 
ductions will afford the advertiser an 
opportunity to introduce new prod- 
ucts and promote existing ones during 
the heavy viewing (and heavy buy- 
ing) season. From next April on, six 
programs on a monthly basis will be 
shown. Westinghouse _ institutional- 
type advertising will be a part of the 
commercial picture. 

Divided among the three networks, 
the series includes six original 
dramas, several Chet Huntley-David 
Brinkley factuals, musicals for 
Thanksgiving and Christmas and, 
among 


others, two major-scope 


“period” revues produced by Dore 
Schary/Hubbell Robinson and Leland 
Hayward. 

“We won’t win the rating battle on 
every show,” said Mr. Bolin, “but 
Westinghouse is happy to pick up the 


check.” 





Study in Smoke 


Filter-cigarette smoking has lost 
favor in three out of five major cities 
in the period between July 1960 and 
March 1961, but in eight cities sur- 
veyed in March 1961 filters were 
overwhelmingly preferred over non- 
filters by women. 

Also as part of a product-usage 
and brand-comparison study by Tele- 
vision Advertising Representatives, it 
was found that by a much smaller 
margin men surveyed in Boston, Bal- 
timore, Pittsburgh, Cleveland and 
San Francisco preferred non-filtered 
cigarettes. Filters led in Washington, 
Charlotte and Jacksonville during the 
same 196] survey period. 

In the year’s comparison, Boston 
showed the biggest increase in filter 
smoking among both men and wom- 
en. The number of men smoking 
filters increased 5.7 per cent; the 
number of women 4.3 per cent. In 
Pittsburgh, however, the number of 
men preferring filters was down 5.1 
per cent; in Cleveland the number of 
women smoking filters was down 3.3 
per cent. 

Although the women interviewed 
were predominately _filter-cigarette 
smokers, the top brand of non-filter 
cigarette preferred in all eight cities 
was Pall Mall, listed far ahead of 
any other non-filter brand. The recent 
push by the mentholated cigarettes 
showed up among women smokers 
in San Francisco, Jacksonville and 
Baltimore, where Salem was the top 
brand. Among men, however, it was 
only in San Francisco that a menthol 
cigarette headed the filter brands. 

The total number of women smok- 
ers has gone down in three out of the 
five cities having the yearly com- 
parison, with the biggest drop being 
in Pittsburgh. Boston and Baltimore, 
however, show a slight increase over 
July 1960. On the other hand. men 
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continue not only to smoke more than 
women do, but to smoke increasingly 
more cigarettes than last year. In 
every city, the number of men smok- 
ing has increased, with, once again. 
the only city to show a decrease be- 
ing Pittsburgh. 

Men tend to show slightly more 
variety in their choice of brands than 
do women. The favorite non-filtered 
brands are divided equally, with Bal- 
timore, Washington, Pittsburgh and 
San Francisco listing Pall Mall, and 
the other four cities choosing Camels 

For the TvAR survey, the cigarette 
smoking data were based on inter 
views with 7,081 men and 7,230 
women. It was not possible to com 
pare brand preference from 1960 to 
1961 in Washington, Charlotte and 
Jacksonville, as they were surveyed 
for the first time. 


Data on Daytime 


Elsewhere in this issue is a TELE- 
VISION AGE analysis of a McCall’s- 
sponsored survey purportedly show- 
ing a lack of interest in daytime tele- 
vision on the part of housewives. 
Whatever housewives may or may not 
think, a new study conducted by 
Stewart, Dougall & Associates for the 
CBS Television network shows there 
is anything but a lack of interest in 
daytime tv on the part of heads of 
supermarkets and other self-service 
stores. 

Two simple but meaningful ques- 
tions were put to 2,887 owners and 
managers of food, drug and variety 
stores this past April. Question 1 
Which type of national advertising 

-billboards, radio, women’s maga 
zines, newspapers, Sunday supple- 
ments, daytime tv—helps you most 
in selling advertised brands to your 
women customers? Question 2: If a 
manufacturer left it up to you to de- 
cide how to spend a million dollars in 
national advertising, how much would 
you spend in each of the national ad- 
vertising media mentioned? 

The superiority of daytime tv over 
other media as first choice for in- 
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How Do You 
Measure: 
Television? 


On the bias, obviously. But whose? That of 
nose-counters who equate big numbers with 
stature? That of tv critics who prefer to kill 
audiences instead of bad guys? Or something in 
between? 


One yardstick we suggest: the distance from a 
station to its community. Corinthian has always 
believed that local programming is the shortest 
distance to its viewers. 


A look back at highlights of the past season’s 
local. affairs programming—in prime time—is 
informative: In Tulsa, a candid study of a local 
John Birch Society leader and a report on 
“Tornado Alley.” In Houston, a look at emer- 
gency hospital procedures and a teenage spec- 
tacular. In Sacramento, Civil Defense and a full 
hour non-clinical approach to VD problems. In 
Indianapolis, a report on flood control and a 
study of Indiana highways. In Fort Wayne, the 
work of a school for the mentally retarded and a 
program with the Fort Wayne Philharmonic. 














Enlightened sponsors are discovering the value 
of such programming—but, sponsored or not, 
Corinthian stations are continuing these local 
efforts on a monthly basis in prime evening time. 


When the instrument is Corinthian television, 
twenty-one jinches reaches from station to com- 
munity—and from seller to buyer. 


Responsibility in Broadcasting 


Repr 
FHE CORINTHIAN s: 
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fluencing women was overwhelming. 
Of food-store managers, 68 per cent 
ranked tv first, with newspapers 
chosen by 24 per cent and railio, 
magazines and supplements splitting 
the remaining percentage. Of drug- 
store managers, the preference was 
even more onesided in tv’s favor: 72 
per cent ranked it as first choice vs. 
15 per cent who selected newspapers. 
Variety-store heads took to daytime 
tv, 62 per cent vs. 27 per cent for 
newspapers. (Billboards were virtual- 
ly eliminated by the respondents as 
helpful.) 

Tabulation of media preference by 
store size—large, medium and small 
—showed smaller operations tend to 
look to daytime tv as more important 
to their sales than do large stores. 
Even the large outlets, however, 
showed a two-to-one preference for 
daytime tv over newspapers (62 per 
cent to 31 per cent), while 70 per 
cent of the medium-sized stores and 
72 per cent of the small stores ex- 
pressed a first preference for daytime 
tv, as opposed to 21 per cent and 18 
per cent, respectively, who ranked 
newspapers as first choice. 

The independent grocer, too, 
favored daytime tv more than his 
chain-store counterpart. While chain 
managers gave daytime tv about a 
20-per-cent advantage over news- 
papers as first choice (49 per cent to 
41 per cent), independents favored 
television, 72 per cent vs. 19 per cent 
for newspapers. 

As the entire group’s choice, day- 








Aubrey L. Moore (l.) has been 
named station manager of WBRZ 
Baton Rouge. He joined the station 
as production manager in April 
1956. Succeeding him in this post 
is John T. Crowe (r.), who has been 


with WBRZ as producer-director since 


| April 1957 after service with KTRK- 


Tv Houston and KFrpM-Tv Beaumont. 





Albert J. Gillen has been named gen- 
eral sales manager for WPRO-TV Provi- 
dence, a station owned by Capital 
Cities Broadcasting Corp. Mr. Gillen 
comes to Capital Cities from WAPI-AM- 
FM-TV Birmingham, where he has 
been vice president and director of 
sales. Previously he was director of 
sales for wHas-tv Louisville, sales 
manager for WSYR-AM-TV Syracuse, 
and was associated with Compton Ad- 
vertising, New York. 





time television received more first- 
place-ranking votes than all other 
media combined. 

When it came to the hypothetical 
question of spending an advertiser's 
million-dollar budget, the store man- 
agers as a whole allocated 44 per cent 
of the money to daytime tv, 24 per 
cent to newspapers, 14 per cent to 
radio, 10 per cent to women’s maga- 
zines and five per cent to the supple- 
ments. Billboards trailed with a three- 
per cent investment. 

Drug stores, it was noted, placed 
the heaviest accent on the electronic 
medium, calling for an investment of 
$457,000 as against $440,000 from 
$420,000 from 
variety outlets. Again, smaller stores 


food stores and 


showed a greater preference for tv, 
calling for an investment of $458,000 
of the advertiser’s money; medium- 
sized stores would place $446,000 in 
day tv, and large stores advocated 
spending $416,000. While suggesting 
the smallest tv investment, the large- 
store category called for newspaper 
expenditures of only $282,000, with 
the remaining media to share the 
balance. 

Independent self-service stores, as 
was noted earlier, favored daytime 
tv far more than chain operations. 

(Continued on page 115° 
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he never wrote for ratings 


(but his “Iceman Cometh” rated 11.0*.) On Thursday 
evening, September 14, 1961, an extensive home tele- 
vision viewing survey was compiled by ARB in the 
greater Los Angeles Metropolitan area. The “Play of 
the Week” that night was Eugene O'Neill's “The Iceman 
Cometh” 

It ran against two leading Westerns, three top situation 
comedies, and television's highest rated gangster series, 
all long established viewing favorites. Yet, IT TIED OR 
BEAT THE TWO LEADING NETWORKS IN EVERY HALF HOUR 
RATED. It was the first choice of 241,615 television homes; 
the first choice of over 483,230 people, in America’s 
second largest market. (Play of the Week gets the lion’s 
share of audience in over 20 major cities coast to coast 
on week-end, daytime showing, and on late night 


scheduling. 


ARB. SPECIAL COINCIDENTAL. 
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There are two important factors to be considered about 
this rating. First, “Play of the Week” attracts 95% adult 
audience. And the greatest percentage of the audience 
is in the medium and upper income brackets. (In nation- 
wide surveys, the majority viewing “Play of the Week” 
are in the $8000 and up bracket.) Second, the Los 
Angeles rating reflects the changing taste of the Ameri- 
can television viewer. The average American is becom- 
ing the above average American. He’s becoming aware 
of the extraordinary, the provocative, the “unequalled 
in television’s 13 years; “the milestones in the television 
era: The maturing American wants more. More like the 
second year of outstanding “Play of the Week” shows. 
More like the challenging and informative “Open End’ 
NTA has more, and more. Does your dollar rate with 
the maturing American? 


NTA/PLAY OF THE WEEK 


8530 WILSHIRE BOULEVARD, BEVERLY HILLS 
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A trend toward teats 





eee 


Com...ercials, 


most agency creative and production people agree, 


exhibit greater intelligence today 


I there a trend in commercials today, as it is 
said there is in programming? 

After 10 years of cinematographic excesses, 
false verbal starts, occasional hits and more fre- 
quent misses in this vast land of several thou- 
sand sales points is there a perceptible direction 
or new emphasis in the creation of televised sales 
messages, whether they be exhortatory, sublimi- 
nal, hilarious or an unintentional combination 
of all three? 

TELEVISION AGE tossed the question and a few 
others to some of the leading practitioners of the 
art among the top and medium-sized advertising 
agencies in New York. “New? I wouldn't say 


there’s anything new, exactly. There are some 
old film tricks being used in commercials for 
the first time, perhaps a little more animation, 
but I haven’t seen anything really different or 
dramatic. A movement in one direction or an- 
other? Noo-o, I can’t say there is,” said one 
groping copy chief at a medium-sized agency 
after some reflection. 

“There’s a very definite trend today, and it’s 
pretty obvious: we’re going toward intelligence 
and quality and taste,” says Neil Quinn, vice 
president and broadcast creative head, Geyer, 
Morey, Madden & Ballard. “It’s the beginning 
of the end of the pitchman.” 


19 





“There’s been a gradually develop- 
ing emphasis in the last year on 
‘creavity.’ All of a sudden it’s spelled 
in capital letters—those who have it 
want more, and those who don’t have 
it want some of it,” says Georg 
Olden, television group art director, 
BBDO. 

“Generally speaking, I think 
there’s a trend toward more intimate 
communication in an attempt to gen- 
erate an empathy between the mes- 
sage and the viewer, rather than the 
self-assertive, assumptive kind of ad- 
vertising. The formats are more 
humane and warm and involve the 
interests of people,” says Gordon 
Webber, vice president in charge of 
broadcast commerical production, 
Benton & Bowles. 


At a Standsiill 
“I wish I could say there was a 
trend in one direction or another, 
but I can’t. Right now we're at a 


standstill. There was some progress 


in the last few years, especially in 
matters of taste, but I have this in- 
stinctive feeling—well, it’s like the 
motion-picture business—it hasn’t 
made any progress except for some 
technical advances in 15 years. It 
hasn’t advanced as an art form. 
Television is pretty young . . . look, 
it’s as if you had someone with a 
glass in his hand and he throws it 
on the floor. Maybe you don’t hear 
the crash. You know what I mean? 
There must be other things—I don’t 
know what,” says Don Trevor, direc- 
tor of television, Doyle Dane Bern- 


bach. 
“T think we’ve improved a little in 
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A greater degree of professionalism exists today . . . 


the past five years—God help us if 
we didn’t—production quality has 
improved tremendously, particularly 
in the east. Today there’s not the 
tendency to make the television com- 
mercial look like an optical house 
catalog,” says Ernie Pittaro, Dancer- 
Fitzgerald-Sample. 

“The general level of things is 
probably going up. I don’t see any 
trends as such, but as good things 
are done and appreciated everyone 
has something to aim at—the level is 
thus lifted,” says Jack Sidebotham, 
vice president, tv art and produc- 
tion, Young & Rubicam. 

“From what we're trying to do, 
and from what I’ve seen elsewhere, 
I would say that there is normally a 
general growth and increase in so- 
phistication and taste. Clients are a 
little more bored with routine stuff— 
not out of any desire to promote 
artisticness—but to be competitive 
they know they must try new things. 
Agencies are not trying to sell just 
anything today, and clients are not 
buying just anything. I'd say that 
audiences—influenced by the new 
McCall’s, the Saturday Evening 
Post, Look—are drawn to dramatic- 
ally designed things. I think the na- 
tion’s taste has improved tremen- 
dously,” says William Duffy, senior 
art director, McCann-Erickson. 

Even the most cautious of these 
quotes illustrates a new hopefulness 
among the creators of commercials 
along Madison Ave. Is it too much 
to speak of that 60- or 40- or 10- 
second interruption as an art form? 
For most of these men, each of whom 
probably has a novel, a play, an ex- 


hibition in the back of his mind, and 
is acquainted with the best that is 
being done in all the creative en- 
deavors, the thought is not at all 
incredible. “What 
really, is making miniature fea- 
tures,” says D-F-S’ Pittaro. 

“The commercial is an art form. 
After all,” says DDB’s Trevor, 
“some of the best music today is 
found in the commercials, not in the 
jukeboxes.” 

“The superb craftsmanship found 
in commercials is of academy-award 
calibre,” says Geyer’s Quinn. “Even 
in black-and-white a cake, or a glass 
of beer, can look as good as a four- 
color spread. The best photographers 
today—I’m talking about people like 
Boris Kaufman, who did Waterfront 
—don’t feel they’re demeaning their 
art when they do a commercial.” 


were doing, 


Art Is Communication 

Which isn’t to suggest that the 
private fantasies of an art director 
can run amok in a story commercial 
to the detriment of the message. All 
art is communication, someone said, 
a platitude understood perfectly by 
most advertising people. The trick is 
to join the art with the sales message 
—an immensely difficult occupation, 
especially in a fragmentary time span 
which must make feature-film and 
program production seem unneces- 
sarily easy, unnecessarily loose and 
slovenly. 

But how is this new emphasis on 
creativity expressed? In what way 
are commercials more sophisticated, 
more intelligent? Says BBDO’s 
Olden: “Well, the basic thing is that 


October 2, 1961, Television Age 2] 












everyone is trying by some means to 
create a more interesting presenta- 
tion than was true in the past. It’s 
expressed in various terms, in design, 
in typography, in sheer cleverness of 
story line. The reason it has devel- 
oped so is that there must have been 
successes in terms of sales—certain 
commercials considered creative 
must have sold well. 

“What directions is this creativity 
taking? Well, commercials are be- 





coming simpler—one big taboo I’m 
glad to see go is that there is no 
longer the frenetic movement that 
characterized commercials years ago 
on the nonsensical theory that be- 
cause tv moved therefore move 
everything in front of the camera 
like crazy. Titles zoomed, products 
bounced and flowed. 

“Today, they’re taking a calmer, 
more sober attitude: if it’s logical 
and right for a product just to sit 
there, then they will do it. 

“Also, copy is tighter and less ob- 
vious, there’s a lot less shouting now. 
I'd say the whole picture is improv- 
ing.” 

Even DDB’s dissatisfied Trevor is 
willing to point to better things in 
commercials. “I’ve seen some fine 
things done for difficult clients. The 
major changes are in better lighting 
and in photography with a better 
sense of composition. Film producers 


should take this responsibility too. 


I'd rather work with a young guy 
with enthusiasm and taste than with 
somebody who has fantastic produc- 
tion facilities and nothing else. You 
know the attitude—‘ah, come on, let’s 
shoot it.’ 
costs $5,000 for just one minute. For 


The average commercial 


this money, I want the best.” 
Gordon Webber of B&B sees a 
“more creative use of music which is 
certainly evident in our shop. Roy 
Eaton is using music as a sort of 
third column to reinforce the emo- 
tional feeling about a product. 


Less Verbosity 


“And there’s a trend toward using 


fewer words in commercials—140 
words in a minute now seem very 
excessive to most of us. We're com- 
ing to see that sometimes words don’t 
necessarily contribute to understand- 
ing if the story and the picture are 
strong enough. Words are part of 
the communicative process of film, 
but we’re finding that if we let the 
picture and music and _ natural 
sounds tell the story they can be 
perhaps more effective than non- 
essential words.” 

One of the reasons for the growth 
of commercials as an art has to do 
with the pool of talent available to 
agencies, says Mr. Webber. “Un- 
doubtedly the television commercial 
production field has developed a 


body of good talent especially trained 


to produce commercials—the very 
demands make it a specialized art, 
and it has its fine artisans.” 

McCann’s Duffy, who noted earlier 
a general improvement in the na- 
tion’s tastes, says that fact makes it 
easier to sell a more sophisticated 
approach in commercials. “Clients 
will accept things now that they 
wouldn’t only a few years ago. But 
it’s not happening in any one me- 
dium—the newer buildings, auto- 
mobile design—are all a step in good 
taste. 

“I think, too, a slow period such 
as that we've just gone through has 
given us a chance to reorganize and 
take a second look at things. There’s 
much more stress on professionalism 
today, a loosening-up of thinking. 
We must constantly police our work, 
we must constantly stay loose.” 

Y&R’s Sidebotham, who observed 
that agencies experience “the same 
client problems as they did five years 
ago, and there are many in the 
agency organization who are pretty 
unsophisticated,” nevertheless noted 
that “more guys are aware of the fact 
that you can do a real good job 
without the customary 140 words a 
minute. 

“We've always tried to limit copy 
points and present a specific to which 
people could latch onto.” 

Geyer’s Quinn agrees: “Words are 


(Continued on page 42) 
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‘If imagination is our o 














. « » @s commercials specialists in both film and tape make the art a fine one 


only limitation, then we have nothing to fear. Then . . . we'll make it’ 


October 2, 1961, Television Age 23 








Of time, space and tv (Pa: Two) 


efore pay tv can become even a 
B possibility for most U. S. tele- 
viewers, sky tv will have become an 
actuality for most of the world. The 
day will soon arrive when stations, 
and even homes, can reach to the sky 
for their signals. 

And how long is that day off? 
From the first part of this article 
(TELEVISION AGE, Sept. 18) it is clear 
that the U. S. will take giant steps into 
sky tv next year. By 1962 the National 
Aeronautics and Space Administration 
will have launched its Relay satellite, 
and AT&T will have up its XST. 
Both of these “active” broadcast 
satellites (in contrast to the “passive” 
reflector satellite such as Echo I, which 
carries no equipment) will be in polar 
orbit some 5,000 to 7,000 miles high, 
and will receive and transmit messages 
and signals between the U. S. and 
Europe. Possibly they may also be 
used for communications between 
Japan and the U. S., though they may 
not be high enough for that distance. 
Most important, the two satellites, 
which will differ, among other things, 
in their frequencies as well as the 
number of transponders, will test 
durability of solar cells and electronic 
components in the adverse environ- 
ment of outer space. Economic feasi- 
bility of a sky-tv system will depend 
to a great extent on development of a 
satellite whose useful life is long 
enough to amortize its cost and the 
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Drawing of an active communications satellite in a polar orbit at about 6,000 
miles. Several score of such satellites, the first to be launched next spring by 
AT&T, could make possible an around-the-clock global television system. 
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cost of development and launching. 

The NASA and AT&T satellites may 
be followed up by slightly different 
models, for NASA has assigned back- 
up launch dates in June and Decem- 
ber for the AT&T effort. 

Also in 1962, Project Syncom, in 
which the Army and NASA have con- 
tracted primarily with Hughes Air- 
craft, will carry Advent even deeper 
into space. At 22,300 miles altitude, 
in a near-equatorial orbit, Advent will 
be the world’s first attempt at a syn- 
chronous, or stationary, communica- 
tion satellite system. Three such 
satellites, properly spaced on the plane 
of the equator, could broadcast to 
most of the populated regions of the 
world. Most experts agree that such a 
high-altitude system will eventually be 
the major anchor in any truly global 
sky-tv system, since unlike the Relay 
system it does not require special 
tracking antennae, detailed in the 
first part of this article. 


Needle Dispersion 


Echo II, another passive reflecting- 
type sphere, will also be orbited, and 
1962 may also see the initial launch- 
ing in the Air Force’s Project West- 
ford, in which some 350 million inch- 
long, hair-thin needles are dispersed 
into a broad band that girdles the 
earth. This type of passive space com- 
munication system, in which signals 
could be bounced off the “cloud” of 


needles, much as radar was deflected 
by flak during World War II, is still 
in doubt because of the vigorous pro- 
tests of radio astronomers who believe 
the needles would interfere with re- 
ception. 

Without going into the many good 
arguments on both sides of this ques- 
tion, it may be noted in passing that 
the astronomers are correct in holding 
that if the orbit were not exact the 
needle umbrella would not be slowly 
reabsorbed by the atmosphere. Yet the 
test package of needles, far less than 
the billions that the Air Force would 
like to orbit if the test is successful, 
would probably not seriously hamper 
the astronomers’ reception. 

Although major companies are ac- 
tively in the race for sky tv at this 
stage, it is clear from company policy 
statements that before the companies 
plunge in too deep financially, inter- 
national agreements will have to be 
reached regarding band width, fre- 
quency allocation, ownership, control 
and other pressing matters. 

It is hoped that most of these prob- 
lems can be resolved, and a basis for 
international cooperation established, 
at the Extraordinary Conference of 
the International Telecommunications 
Union to be held in late 1963. The 
ITU is a special agency of the United 
Nations. Associated with it is the 
IFRB, or International Frequency 
Regulation Board, sometimes known 


as the “International FCC,” which 
regulates all communications on the 
ground. 

In the two years before the ITU 
meets, competition will intensify 
among American countries for a fa- 
vorable position in whatever system is 
finally evolved. AT&T has taken an 
early initiative in its space tv propos- 
als. The contract negotiated by NASA 
and AT&T, providing for the launch- 
ing of AT&T satellites next year, gives 
a flying wedge into any future system. 


Safeguards Sought 


However, AT&T must share all of 
its data with the Government, and 
safeguards have been established to 
assure that the AT&T efforts will cor- 
respond with the needs of the nation 
and meet the stringent conditions of 
the President’s policy letter of July 
24 (see part 1). Failing such safe- 
guards, the communications company 
might elect to stress the most profita- 
ble aspects of the system. As: it is, the 
first satellites and ground stations will 
be planned to serve the busy trans- 
atlantic trunks in the international 
communication carriers’ network. 

President Kennedy’s policy letter on 
communication satellites made it clear 
that NASA was given the coordinating 
position for all activities in the field. 
NASA in turn refers questions of 


(Continued on page 109) 


Dawn of sky tv raises complex questions 


of legal, political and economic import 
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As the World Turns . . . 


66 college-bred girls caught Concentration in one week . . 


. and 172 women with youngsters saw Guiding Light, says survey. 




















A double-edged study 


Magazines’ anti-television promotion presents new pro-daytime data 


unless you're matching nickels 
with’ Louie the Gyp or another 
Runyonesque character who would 
not be adverse to fiipping a five-cent 
piece bearing the likeness of an Indian 
on either surface, it’s a safe bet to say 
that every coin has two sides. 
And, from _ this 
proved contention, it can be shown 
that the fact that 407 women out of 
2,042 watched a daytime quiz pro- 


moving easily 


gram at least once during an average 
week in March is good—or bad, de- 
pending which side of the coin you’re 
betting on. McCall's magazine, for ex- 
ample, scoffs at the seemingly minus- 
cule size of that 407 figure. TELE- 
VISION AGE, on the other hand, re- 
mains unscoffable while pointing to 
the fact that the woman’s magazine— 
in attempting to denigrate the elec- 
tronic medium—has produced tv cir- 
culation figures more impressive than 
those supplied by Nielsen or ARB. 
The point of discussion is a recent 
promotion from the magazine pub- 
lisher drumbeating a survey conducted 
by the C. E. Hooper research organi- 
zation for McCall’s and the Ladies 
Home Journal. Agency people, adver- 
tisers and press alike were advised 
that “more than 80 per cent of the 
women interviewed did not see any 
one of the five telecasts of a particular 
program ‘last week.’ The frequent 
viewers, those who saw a specific show 
five times ‘last week’ accounted for 
only eight per cent of the housewives 
quizzed. Other findings, relating to 
the types of women who watch day- 
time tv every day. show that these 


programs have the greatest appeal 
among viewers who: are older in age 
(each of the programs was viewed by 
a relatively high proportion of women 
50 years of age or older) ; are widow- 
ed or divorced; have only a grammar- 
school education; live in the lowest- 
income households; are comparatively 
low in the percentage who read maga- 
zines.” 

The McCall's conclusion: “. 
parative lack of interest in daytime tv 


-- com- 


among women under 50 and those 
living in better-income households...” 

What the presentation did not state 
was that the tv survey was tacked on 
to a series of questions aimed at re- 
lating the magazine and Sunday- 
supplement reading of women to their 
cake-baking habits. Nor did it detail 
that the 79 cities selected for tele- 
obtained 
from only those areas covered by This 


Week, Parade or Family Weekly. 


phone interviewing were 


Close Look in Order 

Bearing these points in mind, a 
close look at some of the McCall’s data 
is in order. Of its sample of 2,042 
phoned women, the magazine reported 
407 testified to having seen one or 
more telecasts of NBC-TV’s Concen- 
tration “last week.” (The week re- 
ferred to would have been the third 
or fourth week in March, as the sur- 
vey was conducted March 27-April 5.) 

Assuming its sample to be truly na- 
tional in representation, and assuming 
its questioning technique—which call- 
ed for pure recollection of whether or 
not a respondent had seen any tele- 


casts of a specific program a week 
earlier, without the aid of diary or 
Audimeter—to be productive of ac- 
curate results, the 407-viewer figure 
can be projected to a national rating 
of about 12.3 and a women-viewers 
total of approximately 5.2 million per 
daily telecast.* As the March ARB 
and Nielsen national reports give 
Concentration only a daily rating in 
the eight-10 bracket, and an audience 
of some 3.9 million women, it’s evi- 
dent the magazine’s size-of-audience 

figures will not be disputed here. 
Neither could there be argument 
over the publisher’s contention that 
“more than 80 per cent of the women 
interviewed did not see any one of the 
five telecasts of a particular program 
‘last week’.” What, no argument? Not 
if you agree with the statement of one 
network analyst who said: “What 
they’re saying is simply that 80.1 per 
cent of their sample—which is pre- 
sumed to be representative of the 
country as a whole—did not see Con- 
centration at all in a particular week. 
“They are not saying this percent- 
age did not see any telécasts of any of 
(Continued on page 112) 


* Technique employed is to multiply the 
number of viewers by the number of times 
each saw the program—65 saw one show, 
77 saw two, 77 saw three, 36 saw four and 
133 saw five, and add, for a total of 1,259 
duplicated viewers over the week. Divide by 
sample size (2,042) for a weekly duplicated 
rating of 61.6, and divide by five for the 
average daily rating, 12.3. Projected against 
a national figure of 47.3 million homes, the 
daily homes-viewing total is 5.8 million. 
Note: factors such as coverage and pro 
gram availability are not taken into con 
sideration: if included, they would only 
heighten the program’s supposed rating. 
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High-flying Banner 


Despite the headaches related to New York tv production, 


this young firm is all set for it 


Banner, Hamilton and Di Benedetto listen to Garry Moore put forth a point for his CBS-TV shou 
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Eye—Allen Funf’s—on Candid Camera 


ny old chestnut used to have it 
(probably still does in some quar- 
ters) that New York is a great place 
to visit but no place to bring up a 
family. To Bob Banner, New York is 
a great place to work but no place for 
a television production center. Not, 
at any rate, under existing conditions. 

But when Mr. Banner set up his 
own production company in Novem- 
ber of 1958 after 10 years of toiling 
in the video vineyards on both coasts 
and in Chicago as a producer and/or 
director, it was Gotham which became 
his sole base of operations. 

Everything in life, like theatre pro- 
grams, is notoriously subject to 
change, and it could well be that one 
day Bob Banner Associates might call 
Hollywood home. But the young com- 
pany is still in New York after three 
years of putting up with the city’s 
cussedness toward tv producers, and 
an added measure of Manhattan per- 
manence is implied in the firm’s move 
last month into a full floor of new 
offices at 545 Madison Avenue. 

In these spacious surroundings Bob 
Banner Associates is currently occu- 
pied with producing The Garry Moore 
Show, beginning its fourth season on 
CBS-TV under the executive-producer 
aegis of Mr. Banner, and Candid 
Camera, expanded at the start of the 


1960-61 season from a segment of the 
Moore program to a top-rated CBS 
show on its own. 

On Sept. 18 Mr. Banner and asso- 
ciates Julio Di Benedetto and Joe 
Hamilton unveiled, in the guise of a 
special, their pilot for a series, The 
Alan King Show, which General 
Foods has bought for Jell-O sponsor- 
ship during the 1962-63 season. On 
Sept. 27 the Banner organization pro- 
duced the special Carnegie Hall Sa- 
lutes Jack Benny stanza on CBS-TV, 
and it has another special, Once Upon 
a Mattress, based on the Broadway 
musical and starring Garry Moore 
and Carol Burnett, in the works for 
later this fall. 


Series and Specials 


Additionally, Banner Associates has 
in preparation Tv Tonight, a variety- 
show series; a skein of ghost stories, 
The Unaccepted, to be written by Joe 
Stefano of Psycho renown; Texas 
Tutor, a situation-comedy series, and 
some further hour-long episodes of 
the Diagnosis Unknown series which 
appeared briefly on CBS a year ago. 

And to complete what would seem 
to be a pretty ambitious roster of 
projects, producer Banner went to 
London in July to negotiate with the 
estate of the late George Bernard 


Planning a salute to a fiddle player 


Shaw for the rights to some of the less 
frequently seen Shavian works. 

Mr. Banner can wax quite eloquent 
on the subject of New York as a 
spawning ground of television pro- 
duction. “We love to film shows in 
New York,” he says, “but the restric- 
tions we encounter make it difficult, if 
not impossible, at times. There’s no 
question that we could shoot every 
one of our shows in Hollywood more 
easily than we presently do here, even 
though we much prefer to work in 
New York. With the headaches the 
city gives us, it’s no wonder that 90 
per cent of New York tv production 
has moved to the west coast in the 
past decade.” 

The metropolis, which was the 
original birthplace of both motion 
pictures and television, lost both to 
Hollywood because it failed to provide 
an atmosphere conducive to their 
growth, Mr. Banner feels. ~riolly- 
wood, like just about any other city 
in the nation, has established a movie- 
television liaison officer at City Hall 
who handles all arrangements for pro- 
duction companies wishing to shoot 
there. 

“Whether you need horses, stage 
props, parking permits or even a spe- 
cific type of scenic background, you 

(Continued on page 118) 
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What paper d’ya read? 





hile many people are aware of 


newspaper television columns 
and read them occasionally, the col- 
umnists’ reviews of programs appear 
to have little effect on the majority of 
he public’s viewing decisions. 


This is one of the conclusions from 


QUESTION 1: Many newspapers 
contain special columns and 
articles devoted to news and 
reviews of new movies. Do you 
ever read these columns? 


of 


A 
Yes 62.0 
No 38.0 
Base for percents: 500 100.0 
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Pulse finds it makes no difference 


in the matter of tv reviews, 


since most viewers are 


unaffected by them 


a study conducted in New York City 
by The Pulse, Inc., to determine the 
effect of television columns on peo- 
ple’s viewing habits, and to judge how 
frequently the columns are read. 

For instance, Pulse asked their re- 
spondents whether or not they ever 
read the special newspaper columns 
and articles devoted to news and re- 
views of tv programs (question 2). 
Seventy-six-point-six per cent of those 
questioned said they do read them, as 
against 23.4 who do not. Of the ma- 
jority who read the columns, however. 
Pulse discovered that 28.4 per cent 
were regular readers, and 71.6 per 
cent read them only occasionally. 

In question 1, the same query was 
asked about movie reviews and special 


QUESTION 2: Many newspapers 
also contain special columns 
and articles which are de- 
voted to news and reviews of 
tv programs. Do you ever 


read these columns? 


% 
Yes 76.6 
No 23.4 
Base for percents: 500 100.0 


columns as was asked about tv col- 
umns in question 2. Pulse found that 
fewer people read _ the 


movie columns than the 


newspaper 
television 
columns, with 62.0 per cent answering 


that they read movie columns and 





0 


ce rl- 
that 
yaper 
ision 
pring 


and 





QUESTION 3: (Ij “yes”) Would 
you say that you read these 
tv columns regularly or oc- 


casionally ? 
%o 
Regularly 28.4 
Occasionally 71.6 


Base for percents: 383 100.0 


38.0 per cent saying they do not. 
While Pulse did not go into the fre- 
quency of readership of the movie 
columns, the lower percentage might 
be because many people read the 
movie columns for information on 
what a particular movie is about, 
rather than just from idle interest, 
and enough of this information can 
often be found in the detailed movie 
advertisements in the entertainment 
section of a newspaper or on theatre 
marquees and house boards. 
According to the survey, however. 
most people, whether regular or occa- 
sional readers of tv columns, read 
them merely for interest rather than 
as a guide to what to watch. Question 
4 asked if the reviews of television 
programs appearing in the newspapers 
affected the readers’ viewing of these 
programs. The reviews, of course. 
would refer to those appearing after 
the first program of a new series. 
Sixty-nine-point-eight per cent of those 
interviewed answered that the reviews 
have no affect on their decision to 
watch a program; 30.2 per cent an- 


QUESTION 4: Have the reviews 
of television programs which 
appear in the newspapers af- 
fected your viewing of these 
programs . .. that is, have you 
watched a series or avoided 
watching a series because 
of the review it received in 


the newspapers? 


% 
Yes 30.2 
No 69.8 


Base for percents: 500 100.0 


swered that they had watched or 
avoided watching a program because 
of the review it received. 

Even those who are influenced by 
television reviews, however, said that 
this happens infrequently. Sixty-point- 
two per cent answered that they are 
influenced only occasionally, 28.5 per 
cent fairly often and a small 11.3 per 
cent regularly (question 5). 

The reason for this low percentage 


QUESTION 5: (If “yes”) Would 
you say that this occurs oc- 
casionally, fairly often or 


regularly? 
Jo 
Occasionally 60.2 
Fairly often 28.5 
Regularly 11.3 


Base for percents: 151 100.0 


of reliance on television columnists 
may be due to the channel-hopping 
that is apt to go on at the beginning of 
any new television season. For in- 
stance, a viewer may try a different 
series every week until he settles on 


not drive him to seek a presumably 
more expert opinion than his own on 
a tv program. 

Whether or not they are influenced, 
however, most people have an idea of 
what they would like to read about in 
a television column (question 6). 
Heading the list are reviews of tv 
specials, named by 54.4 per cent of 
those interviewed, indicating perhaps 
that most people want to make up 
their own minds about what to watch, 
but they want to find out afterwards 
if they were right. 

Apparently, too, there is some in- 
terest in reading advance information 
about new tv programs, although 
judging from question 4, the infor- 
mation does not play a large part in 
deciding the viewer against or in 
favor of tuning in. Forty-nine-point- 
six per cent of the respondents picked 
advance information about new tv 
programs as a topic they would like to 
read about in newspaper columns. 

Information about feature films 
was suggested by 47.8 per cent of 
viewers, making that subject third in 
order of popularity. A previous Pulse 
study for this magazine (TELEVISION 


QUESTION 6: Which, if any, of the following subjects would be of interest 
to you in the television columns of your newspapers? 


% 
Information about tv performers 24.4 
Advance information about new tv programs 49.6 
Reviews of tv programs which are broadcast regularly 24.6 
Reviews of specials on tv 54.4 
Advance information and reviews of feature films 17.8 
Mise. 6.4 
No opinion 15.2 


Base for percents 


500 222.6* 


*Totals over 100% due to multiple responses. 


his favorite. Knowing that the pro- 
grams are destined to continue for at 
least 13 weeks, he probably feels he 
can spend a few weeks deciding on a 
program without missing too much in 
any one episode. Also, of course, the 
viewer doesn’t pay anything, so the 
fear of spending his money for some- 
thing poor (as in the theatre) does 


aGE, April 7) showed the great affinity 
that viewers have for feature films, 
ranking them as good as or better 
than regular program fare. The high 
percentage of people wanting to read 
about features in the tv columns in- 
dicates that not only seeing them but 
reading about them interests the view- 


(Continued on page 122) 
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A PROGRAM MAN’S. . 





Freedom of Switch 
his, what might be called a conversation piece, is about 
how commercial television came to England. It proves 
not only that there'll always be such a place, but that 
good invective is a form of high humor. Quotes are from 
Pressure Group, by H. H. Wildon, published this week 
by Rutgers University Press. 

Why BBC programming was what it was for so long: 
“It is the personality of one man that accounts for 
broadcasting in Britain as it is today. Sir John Reith 
was so certain he was right that no research seemed 
necessary.” (Quote from Charles A. Siepmann, 1950.) 

Sir John’s philosophy: “—something slightly better 
for the British public than it now thinks it likes.” 

But there were no audience-preference studies. Result: 
limited choices, inflexible programming and the so-called 
“Reith Sundays” that became notorious for correctness 
and boredom (serious music, religious talks). 

World War II. The American Forces Network (to en- 
tertain our troops in Britain) entertained the British too. 

Sir John Reith became Lord Reith, and changed his 
mind, at least as to the Third Programme: “A waste of 
wave-length.” “Too limited in appeal.” “The rest should 
have a wider audience.” 

Radio Luxembourg had changed many Britons’ minds 
somewhat earlier, 24 per cent of England’s households 
listening to Luxembourg every day, with only three out 
of 2,500 British housewives objecting to commercials. 

“The Government intend to do everything they can 
to prevent commercial broadcasting from abroad.” 
Herbert Morrison for the Labor Government (June 25, 
1946). 

“Perhaps the Government is determined to maintain 
the BBC’s monopoly so that they may eventually exploit 
it as a means of influencing public opinion in this coun- 
try.” (The Scotsman, Edinburgh, June 27, 1946). 

Lord Brabazon of Tara, in the House of Lords: (while 
admiring much that the BBC had done) did not care for 
“women’s voices singing hotted tunes, out of tune and out 
of time.” 

Lord Listowel, Postmaster-General: “All three of the 
committees that have inquired into British broadcasting 
turned down sponsored programmes as a general and 
permanent practice. | am perfectly certain that any 
Government of any political complexion which might be 
in power at the time of such a decision would have to 
restore the status quo very soon after the attempt to set 
up a competitive broadcasting system for this country.” 

As to fees for artists: “adequate to secure the services 
of anyone not suffering from megalomania. We should 
be on our guard against interests who want to see the 
BBC unduly milked.” Herbert Morrison. 

On American radio: “its entertainment is infinitely 


superior,” and “it is certainly far more courageous in 


dealing with controversial issues.” Brendan Bracken. 
“It should not become a regular feature of our life to 
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Viewpoints 


disturb a well-run and deserving concern at intervals.” 
Sir Ian Fraser, member, BBC board of governors. 

“Any first-class firm would consider itself out-of-date if 
it did not have a thorough investigation into its organiza- 
tion at least every five years.” Lord Brabazon of Tara. 

“There is vastly more freedom over the American 
radio than there is over the British radio.” W. J. Brown 
(Independent, Rugby). 

“If you closed down the sponsored broadcasts of 
British advertisers for Radio Luxembourg, it would 
merely flood this country with air propaganda on behalf 
of American-made goods to the exclusion of the British 
manufacturers.” Daily Mirror (July 22, 1946). 

“There is no demand for commercial broadcasting in 
this country.” Manchester Guardian (July 18, 1946). 

“Tt would have been invaluable to have allowed the 
available witnesses to tell the full story of the way in 
which the BBC’s principle of maximum inoffensiveness 
has thwarted so much of what it could do in the field of 
publicity and education.” Harold Laski. 

Government's reasons for not holding an inqury were: 
“logical, 
Birmingham Mail. 

“If we do not get a service from the BBC in years 
to come, we are going to make our own arrangements 
for advertising.” Managing director of Carter’s Pills. 

“We have seen arise out of the question of sponsored 
television the dormant hate of those who think advertising 
people do not qualify to live in a civilized community.” 
Harrogate Advertiser (Oct. 3, 1953). 

“There is a tendency to regard criticism of the BBC 
as being a sort of sin against the Ark of the Covenant.” 


Selwyn Lloyd. 


succinct, well-chosen and unconvincing.” 





“In a free society moral uplifi should not be a matter 
of compulsion.” Gordon Walker. 

“Some form of sponsorship is in order to get alterna- 
tive programmes.” Charles Orr-Ewing. 

“There is a real difference of opinion here between— 
if I might use the phrase—what the best people think and 
what the people think.” John Rodgers, M. P. for Seven- 
oaks, also member of J. Walter Thompson, Ltd. 

“Why should we, for the sake of picking up a million 
or two here and there, degrade the standards of our 
broadcasting system by diluting it with a stream of com- 
mercial advertising? Once you let in this system, it is 
almost impossible to stop it.” Viscount Samuel. 

(Continued on page 117) 











Film Report 





SAG VS. MCA 

The long-simmering dispute cen- 
tered on the dual role of agent-pro- 
ducing organizations is being 
brought to a head by a new ruling 
of the Screen Actors Guild. The im- 
plications. are many. 

The principal agency involved is 
MCA. To. understand the _back- 
ground, prior to 1952 agents were 
barred, in the franchises they re- 
ceived from SAG, from assuming the 
dual role of producer and actors’ 
agent, since, the Guild contends, 
these are often in conflict. By 1952, 
however, the depressed condition of 
the motion-picture industry had 
reached such proportions that SAG 
granted waivers to MCA and several 
other agents in order to stimulate 
the production of tv film. This was 
the beginning of MCA TV’s Revue 
Productions, as well as its packaging 
and_ syndication activities, which 
reached a high point with the acqui- 
sition of UTP (United Television 
Programs) in 1955. 

Most of the 12 agencies which 
hold waivers have utilized them only 
limitedly or not at all. MCA, how- 
ever, has used its waivers to boom to 
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profits and prominence, with sub- 
sidiary Revue Productions (pur- 
chaser of Universal-International 
Studios two years ago) now the 
largest telefilm production company. 
One highly placed industry source 
estimates that during the past sev- 
eral years a minimum of 30 per cent 
of all network programs has been 
MCA-packaged. 


SAG NOTIFICATION 

That SAG has MCA as its target 
is clearly indicated by the opening 
paragraph of the declaration: “Since 
1952 MCA Artists, Ltd., and a num- 
ber of other agents. . . .” 

The notification goes on the say: 

“None of the waivers granted by 
the Guild was designed or intended 
to be permanent. All production 
waivers expire on Dec. 31, 1961. The 
waivers have served their purpose; 
the reasons for their creation no 
longer exist. . . . The Guild will not 
grant or renew waivers allowing pro- 
duction activities by franchised 
agents. Agents presently holding 
production waivers will be granted a 
six-month transition period for the 
purpose of terminating all production 
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Moving day for Videotape Productions (see Tape News, page 36) 


activities.” 

Further, although the language is 
not entirely clear, SAG clearly in- 
tends to limit stringently the packag- 
ing operations of agents. In other 
words, if SAG sticks to its guns, 
MCA will have to divest itself either 
of its production or agent function 


by July 1, 1962. 


TWO PRONGED ANTAGONISM 

There has long been a two-pronged 
antagonism towards agent-producers 
in the industry. One has stemmed 
from talent and smaller agents out- 
side the pale, the allegation being 
that agent-producer-packagers very 
naturally favored their own people 
in the shows they were producing, 
thus creating a discriminatory situa- 
tion as far as outside talent is con- 
cerned. 

The second has stemmed from ad- 
vertising agencies, sponsors and, to 
some degree, network executives 
(who have always contended that, if 
there were to be a charge of mono- 
poly, it should be directed at the 
agents, not the networks.) Their 
complaint is that agent-packagers 
have been making double and triple 
profits on a single show: 10 per cent 
off the top as the packager, under- 
the-line profit as the producer and 
10 per cent off the pay of the talent 
they placed on the show. 

It is almost inconceivable that 
MCA will bow to the edict without a 
battle of some sort, although it is 
equally unclear what recourse the 
agency might fall back on. 


MCA POSSIBILITY 

One interesting possibility is that 
MCA will divest itself of its talent 
operations. This, if it should come 
to pass, would seem to parallel the 
forced divestment of Columbia 
Artists Bureau from the Columbia 
Broadcasting System in the 1940s. 

Certainly if SAG continues to hold 
to its determination not to renew the 
waivers, a major change in the 
modus operandi of the television in- 
dustry is in the offing. The major 


losers would be MCA and one or two 
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other large agencies. Packaging or- 
such as Goodson-Tod- 
man, which do not concern them- 
would 
probably come out the big winners. 


RESIDUALS 

On another front, the Screen 
Actors Guild has revealed that it is 
concerned with the fact that residuals 
aren’t what they used to be, and in 
that context has set up an “alternate 
re-run plan study committee.” 

According to John L. Dales, na- 
tional executive secretary of SAG, 
the re-run situation has reached such 
straits that of the seven or eight 
leading distribution companies 
“many are shaky today—some on 


ganizations, 


selves directly with talent, 


the verge of insolvency.” 

Under the possible new proposal 
now under study, in place of or as 
an adjunct to the present formula of 
residual payments based on original 
minimums, a plan based on payment 
of a percentage of the distributors’ 
gross re-run receipts would be sub- 
stituted. Whereas this would not 
change the fact of residuals coming 
off the top of receipts, it would be 
more flexible in that it would take 
the amount of those receipts, and the 
rate of return, into account. 


COWBOYS AND KIDS 

In this space last issue, an ex- 
clusive report called attention to a 
project known as Parrot Playhouse. 
The pilot of that unusual and re- 
portedly excellent program has chil- 
dren enacting the hackneyed roles 
portrayed in many programs now on 
tv, particularily westerns. The voices 
of adults are later dubbed in for 
what amounts to good clean parody. 

Now comes what appears at first 
look to be a remarkable 
coincidence. Screen Features, 


reverse 
Inc., 
presidented by Frank Butler, has 
revealed a western series in which 
the voices of children are used in- 
stead of the actors’. As a matter of 
fact, there are no actors’ voices in 
the first place, since the westerns 
are silents, most of them filmed in 
1926-7. 

The silents, which feature Bob 
Custer, were produced by Joseph 
Kennedy, father of the President. 
Mr. Butler, an omnivorous reader, 
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learned of their existence through an 
ad under “Miscellaneous for Sale” 
in the New York Times. The film 
cans were located beneath a heap of 
scrap in a metal working shop in 
Brooklyn. The picture quality was ex- 
cellent. 

Mr. Butler, who was then work- 
ing in the wrong job at an advertis- 
ing agency, enlisted the interest of 
two top film editors at the agency. 
They then found two young brothers 
whose voices seemed perfect to go 
with the film, and recorded a batch 
of tapes. Musical scores were created 
by Roy Smeck. 

In the final product, the five- 
minute-long segments are played 
against what amounts to a loose dia- 
logue between the two boys; there is 
no attempt to match the sound track 
to the actions. Mr. Butler is of the 
opinion that such attempts invariably 
destrey the value of silent films. 

An early sale of the series was 
made to waBc-tv New York, where 
it is showing at 8:25 a.m. Screen 
Films, Inc., is presently weighing 
which way to move in distributing 
and syndicating the series. 


RETURN OF BERGEN EVANS 
He of the B.A., M.A., Ph.D., B. 
Litt., D. Litt. and quick wit—Dr. 
Bergen Evans—returns to tv for 
WBC this fall. Probably best known 
for his appearances as host of CBS- 
TV’s The Last Word, which went the 





way of most quiz shows following 


the scandals, even though the pro- 
gram hardly fit such a category, Dr. 
Evans will appear this year on the 
WEC stations. The program, English 
for Americans, has been filmed in 
cooperation with Northwestern Uni- 
versity, where Dr. Evans is a pro- 
fessor of English. Richard M. Pack, 
vice president of WBC, is executive 
producer. The program will run from 


6:30 to 7 a.m. five days a week, as 
well as on Sunday afternoon at an 
hour to be announced. Subsequently, 
the 50 programs will be syndicated 
nationally for non-commercial use 
and will be made available to all 
educational tv stations. 


Charles 


the series. 


Friedman will produce 


SCREEN GEMS EYES WORLD 
diversified 


fields of live and tape programming, 


“Expansion into the 


public-affairs and _ informational 
series, specials production and pro- 
duction of series in foreign coun- 
tries designed specifically for dis- 
tribution abroad”—with this ambi- 
tious addenda, Screen Gems, the 
lusty subsidiary of Columbia, an- 
nounced the appointment ef. Herbert 
Sussman to its executive staff. Mr. 
Sussman, formerly senior producer 
of Wide Wide World, which reaped 
many awards, will be most imme- 
diately involved with production of 
series in foreign countries planned 
and produced specifically for tv dis 
tribution in each of the individual 
countries. Screen Gems has _pio- 
neered this type of production in 
Canada during the past few months, 
and is currently in Toronto with a 
taped and a filmed series, both under 


Mr. Sussman’s supervision. 


CBS NEWS LIBRARY LICENSED 

The vast resources of the CBS 
News film library have been licensed 
to Hemisphere Reports, Inc., which 
will produce an educational series 
for showing in schools. Murray Ben- 
son, director of licensing for CBS 
Films, and Kurt Lassen, president of 
Hemisphere Reports, said that the 
latter company would produce cur- 
rent-events films in depth on subjects 
of outstanding current interest and 
distribute them throughout the na- 
tion. 

The first two of the series are al- 
ready in production. They are This 
Is Latin America and How High the 
Moon. Both will be ready for dis- 
tribution in January and February 
of 1962. The films will run approxi- 
mately 20 to 25 minutes in length. 


SALES MARKS... 
Whiplash, the ITC Australian-set 
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series, has reached 98 markets with 
a grand-slam contract with the Con- 
sumers Cooperative Association of 
Kansas City, which signed the series 
for 11 top midwestern markets. It 
is the first time the cooperative has 
purchased the same show for simul- 
taneous showing in its markets, 
which encompass some of the key 
cities in Kansas, lowa, South Dakota 
and Nebraska. 

A Way of Thinking, the highly re- 
garded series featuring Dr. Alburt 
Burke and distributed by Banner 
Films, Inc., is now sold in 34 mar- 
kets, with new sales from St. Louis 
(KTVI-TV) to Los Angeles (KCOP-TV). 

What sells a supermarket? Safe- 
way Stores for eight years has aver- 
aged more than three shows a year 
from Ziv-UA. This year the super- 
market chain has signed for five 
Ziv-LA programs, with King of 
Diamonds already in action. The 
Safeway sponsorships over the years 
are as follows, in succession: Corliss 
Archer, Mr. District Attorney, Fa- 
vorite Story, Highway Patrol, Man 
Called X, Science Fiction Theatre, 
Martin Kane, Men of Annapolis, Sea 
Hunt, Mackenzie's Raiders, Lock Up, 
Case of the Dangerous Robin, Miami 
Undercover and Men Into Space. 

Ziv-UA is currently spending some 
$10 million on first-run production 
for five new series. Bat Masterson 
has passed the “Golden 50” mark in 
re-run. Sea Hunt is also showing 
surprising re-run strength. 

Long John Silver, the color series 
re-runs out of Teledynamics Corp., 
Inc., has been sold to KRON-TV San 
Francisco and the Canadian Broad- 
casting Corp. 

The “A-Okay’s from UAA”, 32 
recent motion pictures from United 
Artists, were purchased in five ma- 
jor markets—wcss-tv New York, 
wNBQ-TV Chicago, wJaR-TV Provi- 
dence, KL7-TV Denver and wcco-Tv 
Minneapolis. 

Five additional stations have pur- 
chased the “27 Blue Chips” post-’50 
features package from M&A Alex- 
ander Productions, bringing total 
market sales to 20. Latest purchasers 
are KONO Honolulu; KLz-Tv Denver; 
wkco-Tv Minneapolis; wisH-Tv In- 
dianapolis, and Ktvu Oakland. 
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TAPE NEWS... 

MGM Telestudios has developed 
what is described as the first hand- 
held tv camera of video-tape-quality 
standards. For use in the taping of 
commercials, the electronic camera, 
actually a stripped-down version of 
the standard studio image othicon, 
is fitted with a bazooka grip and a 
specially built finder. 


In announcing the development, 


MGM Telestudios’ new hand-held camera in a practical demonstration 


George Gould, president and general 
manager of the studios, noted that 
a thin flexible cable over 1,500 feet 
long permitted use of the new camera 
in the middle of streams, from a 
moving boat, from the top of tall 
buildings and other situations that 
may occur in commercial production. 
The entire camera now weighs ap- 
proximately 40 lbs. 
In another tape development, 
Videotape Productions of New York, 
which recently moved to new and 
larger quarters on 67th Street, ex- 
tends to clients and agencies the 
possibility of employing name per- 
sonalities in commercials at a more 
reasonable cost. Using six standard 
sets and three complete tv stages, the 
new Videotape Center will arrange 
schedules so as to permit clients to 
double up on name _ personalities 
where there is no conflict in product 
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or market. Booking conflicts and 
economics have ruled out the use of 
name stars for most clients until now, 
according to Herbert W. Hobler, 
sales director. 

Local clients, either in production 
or with orders to start taping in the 
next 30 days, include a flour mill, 
drug distributor, coffee company, 
brewery and bread bakery, according 


to Mr. Hobler. 





CORPORATION REPORT 

Wrather Corp. has formed Tele- 
synd Division to syndicate The Lone 
Ranger tv series, 104 half-hours of 
which are being made available for 
the 1961-62 season on a first-off-net- 
work basis. Hardie Freiberg, who for 
the past eight years has been gen- 
eral sales manager of Independent 
Television Corp., has been appointed 
manager of the syndication arm. 

All production rights to The Third 
Man series have been purchased by 
The Third Man Corp., 
formed by Vernon Burns. Under 
terms of the acquisition, NTA will 
continue to distribute the program 
in the United States, and BBC in the 
remainder of the 


recently 


world. Irving 
Asher, formerly vice president and 
executive producer at TCF-TV, has 


been named to produce the series. 
International Video Tapes will en- 


ter the field of creative tv program- 
ming, William F. Wallace, president 
of the firm, has revealed. Henry Col- 
man, previously with GAC, NBC-TV 
and CBS Films in New York, has 
been named executive producer and 
director of program development. 
IVT will enter into co-production 
agreements with independent pro- 
ducers, as well as develop its own 
new programming. 

Trinity Productions, headed by 
Jack Rieger, is shifting its base of 
operations from New York to Holly- 
wood. The firm has completed the 
first 39 episodes of the Main Event 
series, with production an a second 
39 now getting under way. An ad- 
venture series with a Far East back- 
ground is now in the planning stage. 

Desilu Productions showed a 20- 
per-cent gain in gross income for the 
May-July 1961 quarter as compared 
to the same 1960 period, but failed 
to turn the profit corner, a net loss 
of $130,638 being reported by com- 
pany president Desi Arnaz. Income 
was up to $3,006,270 from the pre- 
vious year’s $2,558,778. Rapid ex- 
pansion of foreign market potential, 
with sale of 732 half-hour episodes 
in the Philippines, was reported. Mr. 
Arnaz also revealed that the com- 
pany is planning to have 10 new 
properties, for two of which the 
pilots have already been completed, 
for sale this year. 


PRODUCTION ... 


MGM.-TV is beginning to broaden 
its programming base. The studio 
has set plans to film a teleseries in 
England, the first away from its 
Culver City lot, and is also packag- 
ing a pair of programs for live pro- 
duction. 

Zero One, an adventure format 
dealing with air security, will be 
placed in production at Elstree 
Studios Nov. 1 by Lawrence Bach- 
mann, a sale to BBC already having 
been consummated. 

In the live field, the studio is en- 
tering into a co-production agree- 
ment with Harry Anger, previously 
executive producer of the Perry 
Como series and head of tv at GAC. 
The shows in preparation are You 
Don’t Say, a games program, and 
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The Crazy Club, a comedy. Both 
will be shot either live or on tape in 
New York. 

Pilot of the first hour-long weekly 
travel-adventure series, The Seven 
Seas, has. been completed by Jack 
Douglas, in conjunction with Ziv-UA, 
and is now ready for agency screen- 
ing. Initial episode deals with Persia. 

Harry Lewis Enterprises has 
signed Arnold and Lois Peyser to 
write the pilot script of a new 
comedy, Hank’s Corner, dealing with 
an ex-vaudeville performer who op- 
erates a_restaurant-service station- 
motel. Ernest D. Glucksman created 
the concept. 

Joseph M. Schenck Enterprises is 
preparing pilot of The Specialists, 
medical series created by Jay Rosen- 
burg and Isabel Gilbert. John New- 
land and Merwin Gerard will pro- 
duce the program, which deals with 
a father-son-daughter team of doctors 
who operate a clinic. 

Filmways, Inc., has signed Paul 
Henning, for five years producer- 
writer of The Bob Cummings Show, 
to create a new, as yet untitled, 
comedy series. 

Famous Artists Agency is ready- 
ing four new series, three of them 
comedies. They are: The Big Brain, 
comedy-fantasy created by Jess Op- 
penheimer and Sam Taylor; The 
Working Girls, dealing with the ad- 
ventures of four girls in New York 
City; Kentucky's Kid, format in 
which a Chinese youngster is adopted 
by a west-coast rancher, and Com- 
mand Report, series dealing with 
U. S. Intelligence, Tab Hunter star- 
ring. 

Soupy Sales pilot will be scripted 
by Arne Sultan and Marvin Worth, 
produced by Hal Stanley. Format 
will be semi-pantomime comedy, 
Buster Keaton having been signed on 
as technical director. 

Goodson-Todman producer Jerry 
Stagg has signed Arthur Weiss to 
write the pilot script for Days Ahead, 
situation-comedy series. 


PEOPLE IN PLACES 

Contrary to previous reports that 
Herbert B. Leonard would move his 
production company from Screen 
Gems after seven years’ association, 
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another 
long-term pact with the studio. Mr. 


the producer has signed 


Leonard, one of the youngest pro- 
ducers active in tv, began a long 
series of successes with Rin Tin Tin 
in 1954. 
Oliver A. 


tenure as president and board chair- 


Unger, during whose 


man of NTA the company acquired 
an interest in Home Entertainment 
Co., pay-tv system, has joined the 
latter firm as executive vice president 
and member of the board of direc- 
tors. Mr. Unger resigned his position 
with NTA 


shortly 


in May, the company 
itself 
from HEC. Martin Leeds is president 


thereafter divorcing 
of the pay-tv firm. 

John Reynolds, general 
manager of KHJ-TV Los Angeles and 


former 


for the past two years an executive 
with CBS-TV on the west coast, has 
been appointed to the newly created 
position of vice president and gen- 
eral manager of network programs 
in Hollywood. In his new post Mr. 
Reynolds will supervise and coordi- 
nate all creative and operating de- 
partments at CBS Television City. 
Bruce E. 
pointed assistant controller for 
CBS-TV. . . . Burt Weiland has been 
named general manager of syndica- 
tion sales at ITC 
Strother, formerly with Leo Burnett 
Co., Chicago, joins MGM Telestudios 
as staff producer 


Haight has been ap- 


Charles 


. . Ed Montanus 
named central tv sales manager in 
the newly opened Chicago office of 
MGM.-TV. 

Ezra R. Baker joins Paramount 
Pictures Corp. as eastern represen- 
tative for the company’s west-coast 
industrial film 
subsidiary. He was formerly a part- 
ner in Little Movies of Mount Ver- 
non, N. Y., which produced the 
Oscar-winning Day of the Painter. 

James C. Stern ap- 
pointed central division sales man- 
ager for Allied Artists Tv Corp. .. . 


tv commercial and 


(Jimmy ) 


Jerry Wechsler appointed midwest- 
ern sales manager for UAA, Inc. 
He will head the Chicago office. 
Barrie M. Damson, named corpo- 
ration counsel for Jayark Films and 
elected assistant secretary of the same 
company. .. . Norman Flick named 


copyright and production counsel of 
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International Telemeter Co. 


SHORT TAKES... 

Mark VII Productions, owned by 
Jack Webb and Mike Meshekoff, has 
signed a co-production agreement 
with CBS-TV for an hour-long anthol- 
ogy series to be based on stories 
from True magazine. The pilot will 
be produced at Republic Studios in 
November. 

George Gobel and David O'Malley, 
partners in Gomalco Productions, 
have sold their half interest in the 
Leave It to Beaver series to Revue 
Productions. Joe Connelly and Bob 
Mosher, creators and writers of the 
program, which is now in its fourth 
season, will retain their interest. 

BBC Television has followed the 
NBC-TV lead by scheduling feature 
films for prime-time viewing. NTA’s 
Cyrano de Bergerac, with Jose Fer- 
rer, will be one of the first showings 
in the Tuesday-night series. 


GOLF ON THE NETS 
All Star Golj, the NBC-TV show 


produced by Glen Films, will go to 
color with its October 14th tee-off into 
its fifth year. Henry G. Saperstein, 
president of the production company, 
said he hoped the move into color 
would not only give the show added 
dimension but be an aid in the sales 
of color tv sets. Reynolds Metals will 
sponsor half of the hour, and Kemper 
Insurance will plug in one of the re- 
maining quarters, with one quarter 
being negotiated for. The show ap- 
pears on Saturdays. 

On CBS-TV_ Shell's Wonderful 
World of Golf will debut in January, 
occupying the Sunday p.m. hour from 
1 to 5. The series will feature the 
“best 


match play against top foreign golfers, 


American golfers pitted in 
who will be playing the matches on 
their home course,” according to Mar- 
tin Ransohoff, chairman of the board 
of Filmways, Inc., which will produce 
the series. 

Ranging around the world’s links, 
the series will feature such matches as 
these: Gary Player vs. Peter Thom- 
son at the Royal Melbourne, Aus- 
tralia; Pete Nakamua vs. Dow Fin- 


sterwald at Kasumigaseki, Japan: 





Harry M. Brawley, director of public 
affairs for wcHs-AM-Tv Charleston, 
W. Va., has been named to head the 
recently formed group of 40 broad- 
casters and educators who are work- 
ing toward the establishment of a 
State Educational Broadcasting Com- 
mission in West Virginia. Mr. Braw- 
ley has beer with wcus for 16 years. 





Gene Sarazen vs. Henry Cotton at St. 
Andrews, Scotland. A home match 
scheduled in the Shell Oil-sponsored 
series will have Gene Little vs. Byron 
Nelson at Pine Valley, N. J. 
Gene Sarazen will make the world 
tour and do the commentary on all 
of the matches. Fred Raphael will be 


executive producer and _ Leonard 


Heideman will produce the series, 
which will be written by Mr. Heide- 
man and Victor Wolfson. 


Tv Commercials 


ANSEL FILMS, INC. 

Completed: Seven-Up Co. (7-Up), JWT; 
Aluminum Co. of America (national 
homes), F&S&R; Pepsi-Cola International 
(Pepsi-Cola), direct; Dow Chemical Co. 
(Pinkies), MacManus, John & Adams; 
Scott Paper Products (Soft-Weve tissue), 
JWT; Good Humor Corp. (Good Humor 
ice cream), MacManus, John & Adams. 

In production: Aluminum Co. of America 
(Alcoa aluminum), F&S&R; Pepsi-Cola In- 
ternational (Pepsi-Cola, Mirinda), direct; 
Good Humor Corp. (Good Humor ice 
cream), MacManus, John & Adams; Roche 
Laboratories (Zestabs), KHCC&A; Polaroid 
Corp. (Polaroid camera), DD&B; Dow 
Chemical Co. (Tahitian Tumblers), Mac- 
Manus, John & Adams. 


DOLPHIN PRODUCTIONS 


Completed: Quaker Oats Co. (Puss ‘n’ 
Boots), Lynn Baker: M. Hohner, Ine. 
(Melodica), Smith & Dorian; Roselux 


Chemical Co. (Rose-X all-purpose cleaner), 
Chalek & Dreyer; Capital Cities Broadcast- 
ing (promotional), direct; Peter Pan Foun- 
dations (Peter Pan Circle line bra, opening 
and closing of Rudolph Valentino Show), 
Ben Sackheim. 

In production: Tip Top Products Co. (Curl- 
O-Matic curlers), Ben Sackheim. 
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FERRO, MOGUBGUB & 
SCHWARTZ, INC. 


Completed: Dixie Cup Div., American Can 
Co. (Dixie Cup dispenser), Hicks & Greist; 
Lufthansa Airlines (Lufthansa flight), 
Herbert Lamnard. 

In production: Johnson & Johnson (Arres- 
tin), N. W. Ayer; Red L Foods (Red L 
seafood). Smith/Greenland; Downyflake 
Foods (Downyflake muffin), Smith/Green- 
land; International Paper Co. (Interna- 
tional Paper Bag), Cardinal; Ford Motor 
Co. (Ford Falcon), JWT; American Gas 
Assoc. (American Gas), L&N; General 
Foods (Post Cereals), B&B. 


FILMACK CORP. 


Completed: Sunshine Biscuit Co. (Gordon’s 
potato chips), Kirkland, White & Schell; 
WAPA-TV (station promotion), direct; Toni 
Co. Div., Gillette Co. (White Rain), Clinton 
Frank; Cincinnati Chamber of Commerce 
(downtown shopping days), Nate Wise; 

Uptown Federal Savings (savings account), 

direct; Better Govt. Assn. (re-register to 
vote), direct; Chicago Sun Times (promo- 
tional), Earle Ludgin; Muter Corp. (Res- 
Q-Pak), Marsteller Gerbhart; Abels Motors 
(Abels showtime), Luke Walton; Dry-Mix 
Concrete Co. (Sakrete Black Top), Wade. 
In production: Sunshine Biscuit Co. (Gor- 
don’s potato chips), Kirkland, White & 
Schell; First National Bank of Baton Rouge 
(savings accounts), Herb. J. Benjamin; 
Speed Queen Div., McGraw-Edison; (Speed 
Queen washers), Geer-Murray; Grey Seal 
Paints (Grey Seal paints), Zimmer-Mc- 
Claskey; Oil Heat Council, Ruben. 


FREBERG, LTD. 


Completed: TV Guide (magazine), direct. 


In production: General Mills (Cheerios), 


D-F-S; Block Drug Co. (Nytol), SSC&B; 
Chun King Sales, Inc. (Chun King chow 


mein), BBDO. 


GRAY & O’REILLY 
PRODUCTIONS, INC. 


In production: Scripto, Inc. (pens), M-M; 
Mary Carter (paints), Ellington; American 
Home Products (Chef Boy-Ar-Dee), Y&R; 
American Home Products (Dristan, Pain- 
quellizer), Tatham-Laird; Boyle-Midway 
(Aero-Shave) , Tatham-Laird. 


BANDELIER FILMS, INC. 


In production: M. J. Holloway Co. (Slo- 
Poke Suckers, Milk Duds, Hi-Noon), 
EWR&R. 


FILM FAIR 


Completed: General Foods (Jell-O), Y&R; 
Bardahl Oil Co. (Bardahl), MMH&H; 
Frito Co. (Fritos), EWR&R; Blitz Brew- 
ing Co. (beer), Johnson & Lewis; Delco 
Remy Div., GM (batteries), C-E; Western 
Oil & Fuel (gasoline), J. W. Forney; All- 
state Insurance (insurance), Leo Burnett; 
Campbell Soup Co. (beans & franks), 
NL&B; Malto-O-Meal Co. (Malt-O-Meal), 
C-M; Mfg. Nat’l Bank (bank service), W. 
B. Doner; Pacific Ocean Park (POP), 
F&S&R; Vel’s Ford Sales Co. (Ford 
products), Ryfle; Northwestern Mutual 
(insurance), MMH&H; Commonwealth 
Edison (electric appliances), Leo Burnett; 
Matson Navigation Co. (Ocean travel), 
F&S&R; Max Factor (lipstick, nail 
polish), Carson/Roberts. 

In production: Bank of America (Bank- 
americard), Johnson & Lewis: Mattel Toy- 
makers, Inc. (toys), Carson/Roberts; 
Kellogg Company (breakfast foods), Leo 
Burnett; Procter & Gamble (Jif peanut 
spread), Gardner; Best Foods (Skippy 
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peanut butter), GB&B; Armour Co.- 
Grocery Div. (Chiffon), FC&B; Standard 
Oil Co. (gasoline), D'Arcy; Gold Seal Co. 
(Mr. Bubble), C-M; McCulloch Corp. 
(chain saws), F&S&R; Kraft Food Corp. 
(Marshmallows), FC&B; Mayflower Dairy 
(milk), MMH&H. 


GERALD PRODUCTIONS, INC. 


Completed: NBC (promotionals) direct; 
CBS (fall tv shows promotional), direct; 
Beneficial Finance Co. (Beneficial Fi- 
nance), Al Paul Lefton; H. J. Heinz 
(Heinz white vinegar, Heinz cider vine- 
gar), Maxon; Colgate-Palmolive (Vel-O- 
Matic), L&N; Ford Motor Co. (Mercury), 
K&E: Rockefeller Center (tours of Cen- 
ter), Needham & Grohmann. 

In production: CBS (CBS news promo- 


tional, program promotional), direct; 
NBC (program promotionals), direct. 
GOULDING-ELLIOTT- 


GRAHAM PRODUCTIONS 
In production: National Biscuit Co.. (Mill- 
brook bread), M-E. 


GROUP PRODUCTIONS 
Completed: Brillo Mfg. Co. (soap pads), 
JWT: Twin Pines Farm Dairy (milk), 
Luckoff & Wayburn; H. J. Heinz (cider 
vinegar, ketchup), Maxon; Polk Miller 
Products (Sergeants flea & tick spray), 
N. W. Ayer; Philips Elextronics (electric 
shaver), NL&B; Stroh Brewing Co 
(beer), Zimmer, Keller & Calvert. 

In production: S. C. Johnson (Klear 
Paste wax), NL&B; Beech-Nut Corp. 
(Fruit Stripe gum), Y&R: National Bank 
of Detroit (banking), C-E; United Delco. 
GM (service), C-E. 


KEITZ & HERNDON 

Completed: Anderson, Clayton & Co. 
(Mrs. Tucker’s cake mix), M-E; Striet- 
mann Biscuit Co. (Zesta Saltines), Ralph 
H. Jones; Lone Star Gas Co. (gas ap- 
pliances), BBDO. 

In production: Nichols Toys (toys), 
Aubrey Williams; Humble Oil Co. (gaso- 
line), M-E; Tonka Toys (toys), Kerker- 
Peterson; Dr. Pepper Co. (soft drink), 
Grant; Lakeside Toys (toys), Kerker- 
Peterson; Commerce Trust Co. (banking 
facilities), Valentin-Radford; Dean Milk 
Co. (milk), Clinton E. Frank; State Fair 
of Texas (1961 fair), Taylor Norsworthy; 


Cain’s Coffee (coffee), Lowe Runkle. 


MecCONNACHIE 
PRODUCTIONS 
Completed: Transogram Co. (Race-a-Car, 


Hucklechuck), Mogul, Williams & Saylor; 


; i'wMA 
MOVING ‘ 
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He is NOT! 


He’s an imitation moving teat 





Johnson & Johnson (medicated powder), 
N. W. Ayer; Cities Service Co. (gasoline), 
L&N; Humble Oil, Esso (oil & gasoline), 
M-E; Coca-Cola Co. (Coca-Cola), M-E; 
Vick Chemical Co. (Vicks), Morse Inter- 
national. 

In production: Warner-Lambert Phar- 
maceutical (Listerine), Lambert & Feas- 
ley; Cities Service Co. (gasoline), L&N; 
Colorforms (Colorforms), Kudner. 


TED NEMETH STUDIOS 
Completed: Polaroid Corp. (Polaroid 
camera), DDB; HY-TEX Chemical Corp. 
(Liqui-Pak, Fluf-Soft), Stavenlow; Gen- 
eral Motors (The Cadillac Years), Tele- 
prompter; Goodyear Tire Co. (Goodyear 
tires), Y&R; Lever Bros. Co. (Lifebuoy 
soap), SSC&B; General Mills (Bisquick), 
Knox Reeves. 


PANTOMIME PICTURES 
Completed: Mars, Inc. (Milky Way & 
Snickers bars), NL&B; American Crystal 
Sugar Co. (sugar), W. A. Krause; San 
Diego First National Bank (auto loans), 
Phillips-Ramsey. 

In production: Archway Baking Co. 
(Archway cookies), Norman, Navan, 
Moore, Marineau & Baird; Mars., Inc. 
(show opening), NL&B. 


SKELTON STUDIOS 


In production: Miles Laboratories (One- 
A-Day vitamins), Wade. 


TELEVISION BROADCASTING 
SERVICE, INC. 

Completed: New York State Thruway 
(Interchange #21), direct; Pleasant View 
.odge; Bavarian Manor; Hunter Moun- 
tain Development; Greene County Public- 
ity Comm. (all resort, under various 
titles), direct; Greene County Industrial 
Comm. (industry, security), direct; C. & 
P. Motors (Chrysler cars, trucks), direct; 
Carson City, Catskill, NY (amusement 
park), direct. 

In production: New York State Thruway 
(Interchange #20), direct; Mountain Top 
Insurance (home _ protection), direct; 
Maple Grove; Lantern Motel; Pleasant 
Acres; Catskill Dude Ranch; Glen Brook 
Farm; Sunset Springs Hotel; Laurel Hill; 
Red Wood Lodge; Villa Maria; Bon Fire 
Motel; Hathaway Lodge; Italian Village; 
Pleasant View Lodge (all resort, under 
various titles), direct; Romaleno’s Super 
Market (food), direct; Hans Holterbosch, 
Inc. (Loewenbrau light & dark beer), 
direct. 


TELEVISION COMMERCIALS, 


The real one is moving to 249 E. 49th. 
Call FERRO, MOGUBGUB & SCHWARTZ, INC. at PL 2-0720 
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INC, 
Completed: 
K&E; Ford 
JWT. 
In production: Scott Paper Co. (tissue), 
JWT: Hunt Foods (sauces), Y&R; Blue 
Chip Stamp Co. (stamps), JWT; Miles 
Laboratories (Alka-Seltzer), Wade. 


TRANSFILM-CARAVEL, INC. 
Completed: Shick, Inc. (electric razors), 
NC&K; Goodyear Rubber Co. (tires), 
Y&R: Nestle Co. (Nescafe), Hayhurst; 
Johnson & Johnson (baby products), 
Y&R: P. Lorillard Co. (Old Golds), 
L&N; Cluett, Peabody & Co. (Arrow 
shirts), L&N; Lionel Corp. (Lionel 
trains), Grey; General Electric (refri- 
gerators), Y&R; Hagan Chemical & Con- 
trols (Calgon bubble bath), KM&G; G. 
R. Kinney Corp. (Kinney shoes), Frank 
B. Sawdon; Minneapolis-Honeywell 
(Honeywell), C-M; Union-Carbide Corp. 
(Prestone) Esty; American Home Prod- 
ucts (Easy-Off), Tatham-Laird; Radio 
Corp. of America (RCA records), Grey; 
U.S. Steel Corp. (institutional), BBDO; 
Revlon (Revlon Living Curl), Warwick 
& Legler. 

In production: Philip Morris, Inc. (Marl- 
boro), Leo Burnett; Ford Motors Co. 
(Comet), K&E; R. J. Reynolds (Camels), 


Pabst Brewing Co. (beer), 
Motor Co. (Ford dealers), 


Esty; Colgate-Palmolive (Fab), Bates; 
Consolidated Cigars (Muriel), L&N; 
Crown Zellerbach Corp. (Zee paper 
towels), C&W; Cluett, Peabody & Co. 
(Arrow shirts), L&N; American Home 
Products (Dristan, Easy-Off), Tatham- 


Laird; Duffy-Mott Co. (Sunsweet prune 
juice), SSC&B; Chesebrough-Ponds 
(Vaseline hair tonic), NC&K. 


Advertising Directory 


of TV SERVICES 


FILM EQUIPMENT 








CAMERA EQUIPMENT CO., INC. 

315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
LIGHTING EQUIPMENT 
Motion picture and television equipment 
. . « generators . . . film editing equip- 
ment . . . processing equipment. 
RENTALS — SALES — SERVICE 











$.0.S. PHOTO-CINE-OPTICS, INC. 
formerly $.0.S. CINEMA SUPPLY CORP. 


New York City: 602 West 52nd Street, Plaza 7-0440. 
Hollywood, Callf.: 6331 Hollywood Bivd., Ho 7-2124. 


SALES e LEASING e SERVICE 
The world's | + source for film production 
ry Prod Lighting, 


Processing, Editing, Recording, ‘Projection, 
etc. 











LIGHTING 





CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 


Circle 6-5470 
LIGHTING, GRIP UIPMENT, 
PROPS AND G ATORS 


For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 
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Wall Street Report 





FORD AND PHILCO. The announce- 
ment in mid-September that the Ford 
Motor Co. was acquiring control of 
the Philco Corp, introduces a major 
new force into the tv-electronics field 
—one whose impact may be tre- 
mendous. 

In summary, the arrangement calls 
for Ford to assume all of Philco’s 
debt; for Philco stockholders to re- 
ceive one share of Ford common 
for each four and one-half shares of 
Phileo common; for Philco preferred 
stockholders to receive Ford common 
equal to $101.50 for each share of 
Philco preferred plus cash equal to 
accrued dividends. 

Terms of the merger are condi- 
tional upon approval by Philco stock- 
holders and a tax ruling by the Treas- 
ury that no gain or loss will be recog- 
nized as having accrued to Philco or 
its shareholders. Thus, in return for 
approximately $100 million, Ford 
will obtain a major foothold in. tele- 
vision, electronics, the appliance busi- 
ness and a computer production unit. 
It will also obtain a top-flight re- 
search organization with some 2,500 
scientists alone at the Philco Western 
Development Labs in Palo Alto, 
Calif.. along with another research 
lab at Blue Bell, Pa., with some 400 
scientists. At Willow Grove, Pa., 
Philco’s computer division has de- 
veloped Basicpac, a lightweight mo- 
bile computer designed for use by 
front-line troops, a prototype of 
which already has been delivered to 
the military. 


PART OF A GIANT. This computer 
division has cost Philco substantial 
investments and losses in the past 
year, and James M. Skinner, Philco’s 
president, had warned that it could 
cost considerably more in the near 
future. Now, however, Philco finds 
itself part of a giant organization 
with substantial amounts of capital 
to pour into the development of the 
many fields Philco was trying to keep 
alive with sparse amounts of capital 
and little or no income. 

Philco’s second-quarter financial 


report shows a loss of $4.3 million for 
the first six months. The company’s 
sales volume is in the range of $400 
million. Ford’s volume is in the $5.5 
billion range. The combined opera- 
tion then will be approximately $6 
billion. 

For Philco the benefits are mul- 
tiple. It obtains fresh, bold and well- 
trained management at a time when 
it was sorely pressed for executive 
talent at all levels. Philco can now 
invade areas formerly closed to it. 
It’s likely, for example, that Philco 
will now be able to push into areas 
to make deals with some of the big 
merchandising chains such as Mont- 
gomery Ward comparable to that now 
enjoyed by the RCA-Whirlpool ar- 
rangement with Sears Roebuck. 

There was some immediate ques- 
tion as to whether or not Ford would 
continue to keep Philco in the con- 
sumer business. Philco representatives 
claim there’s no question that Philco 
will continue to turn out its line of 
appliances, a broad one which in- 
cludes tv sets, radios, freezers, phono- 
graphs, air-conditioners, laundry and 
stove equipment. One of the first 
benefits to Ford, in fact, will come 
from the consumer line, for the com- 
pany is bound to install Philco radios 
in its cars, a fact which investors 
recognized when they let Motorola 
slip a point or two on the Ford- 
Philco announcement. 


GAINS FOR FORD. From Ford’s 
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standpoint there are numerous ad- 
vantages, many of them intangible. 
One is the almost ready-made organi- 
zation of scientists and laboratory 
people, an asset that would cost mil- 
lions to round up, organize and de- 
velop into a working unit if started 
from scratch. Also Philco is a well- 
established name in defense industry 
projects and in electronics—a field 
that the Ford interests have had but 
moderate success in cracking. In fact, 
Ford lags behind the two other auto 
makers in this field. 

John Dykstra in a speech before 
the National Defense Transportation 
Association said that Ford wants to 
play a bigger role in the national 
defense effort. Philco is already in jt 
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in a major way. Earlier this year it 
set up two giant defense systems, one 
the national defense communications 
Arlington, Va., 
which is an automatic world-wide 


control center at 
network relaying military informa- 
tion. The other is the space detection 
and tracking system in Colorado 
Springs, designed to trace and catalog 
all man-made items in outer space. 
Also the Courier satellite was de- 
signed and built by Philco’s labs, and 
the company is the prime contractor 
on the Sidewinder missile project. 
Finally, there is Philco’s inter- 
national operation. It has an estab- 
lished name abroad in the field of 
appliances and consumer goods. And 
in many foreign markets there’s a 
close marketing relationship between 
appliances and autos. From the con- 
sumer level one of the interesting 
developments will be the degree to 
which Philco now starts pushing the 
sale of color tv sets. If it should make 
a major move in that direction it 
would be a sure sign that RCA and 
Zenith face a stiff fight from a new 


heavyweight challenger. 





Trend (Continued from page 22) 


being used more sensibly today— 
there are fewer of them, and they are 
more selective.” 

Various production innovations 
have come into wider use. One of the 
more outstanding ones is visual 
squeeze (“a real art form,” said one 
agency man. “Just another form of 
animation,” snapped another), but 
there are many more. Surprisingly, 
few creative people were able to 
muster a great degree of enthusiasm 
innovations. 


“A lot of profes- 


sional advertising people who should 


for production Says 


Geyer’s Quinn: 


know better mistake the gimmick for 
the real trend. But it’s the idea, not 
the gimmick, that really counts.” 


Too Many Followers 
Says McCann’s Duffy: “Too many 
people follow an innovation—to be 
different just to be different is not 
good. You should never use just a 
gimmick without a really good rea- 
son.” 


Some of these more recent innova- 
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‘Expedition 13’ 

William A. Riple, general 
manager of wasT—serving the 
Albany-Schenectady-Troy mar- 
ket —has announced that the 
1961-62 season will see the 
most ambitious project yet 
undertaken by the station. 

Twenty locally produced spe- 
cials are scheduled, with several 
others under consideration. 
Thirteen of these, ranging in 
length from 30 to 60 minutes, 
will comprise a series titled Ex- 
pedition 13 and will be present- 
ed every third Monday evening. 
No details on the other seven 
specials have been disclosed be- 
yond the fact that they will be 
two hours or more in length. 

The nature of WAst’s effort is 
apparent from such programs as 
a ballet version of The Wizard 
of Oz, already video-taped in 
cooperation with the local ballet 
guild; an original ballet on a 
week-end in New York City 
titled The Two Sisters; a tv 
adaptation of George Bernard 
Shaw’s comedy Candida, and 
possibly an original television 
drama, as well as programs on 
jazz, poetry and art. 











tions are merely cost-cutters such as 
devices for eliminating the hand- 
crawing of every cel in a cartoon. 


Others 
micks. But some are truly novel and 


are simply publicity gim- 
in one or two cases—almost revo- 


lutionary. 


Two Innovations 


The two most important innova- 
tions in the past year were the so- 
called “squeeze” technique and the 
Inter-Synch process, also known as 
Pix-Lock and the A & B Technique. 

The “squeeze” technique, or “vis- 
ual squeeze,” is probably familiar 
enough to most producers so as to 
need no description. It is a form of 
stop-motion. 

The A & B Technique refers to the 
method of locking tape cameras into 
position so that several “second gen- 


eration” tapes can be made from one 


original. The two tapes are inter- 
woven with blank stretches so that 
they can later be “played” simul- 
taneously and special effects intro- 
duced at the will of the producer, 
client or director. The technique is 
known as Inter-Synch at Videotape 
Pix-Lock RCA 


equipment is used. 


Center and where 


Tape Flexibility 

The importance of the A & B 
Technique lies in the great flexibility 
it extends to tape production. Copy- 
writers no longer need make accom- 
modation when their commercial 
will be taped rather than filmed. And 
it also permits a great simplification 
of equipment on tape location. Con- 
sidering the increased attention be- 
ing given to tape because of its 


clarity and “live” quality on tv, 


this change is perhaps the most sig- 


nificant to take place in the last five 
years. 

Among the minor innovations in 
commercial techniques may be men- 
tioned Xerox, 
Scrollfilm. 


But these techniques are creative 


Motionboards and 


aids, rather than indices of creativity. 
They can be used well or poorly. The 
problems facing creators of com- 
mercials are not that mechanical, and 
hence not that easily resolved. There 
is still the matter of client acceptance, 
audience acceptance and the partic- 
ular needs of the product. 


Optimistic Noite 


Perhaps Doyle Dane Bernbach’s 
restless, despairing Trevor struck the 
most optimistic note when he re- 
marked: 

“Ultimately, we'll get there. If our 
only limitation is imagination, then 
we have nothing to fear. Then I 
think we'll make it.” 

Perhaps (who would dare suggest 
it?) the television commercial will 
become a new art form, the first dis- 
tinctly American contribution to the 
arts. And then, perhaps they'll say in 
the 22nd 
Rheingold 


century, watching _ that 
commercial with _ its 
magnificent photography of dawn 
breaking over the rushes, the birds 
wheeling in flight, “It could have 


happened . . . only in America.” 
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Television Age Network Program Chart—Nighttime 
































Nighttime Index 


ABC News M-F 6 

Adventures In Paradise ABC Sun 10 
Polaroid, Armoyr, Gen. Cigar, 
Miles, Brunswick, Mobiloil, Key 
stone Camera, Block Drug, Union 
Carbide 

“tena Presents ARC Tu 10 

All-Pro Scoreboard ABC Sun 6:15 

Andy Griffith CBS M 9:30 

The Alvin Show CBS W 7:39 

The Aquanauts CBS W 7:30 
Carter, Lorillard, Vicks, P&G, 
Amer, Home Prod, 

Armstrona Circle Theatre CRS W 10 

Bachelor Father ABC Tu 8 

Bell Telephone Hour NBC F 9:30 

Ben Casey ARC M 10 
Cons, Cigar, Mobiloil, RBristol- 
Myers, Wynn Oil, Brillo, Singer, 
Polaroid, Warner-Lambert, Amer. 
Chicle, Dow Chem., MMM, Block, 
Noxzema 

Bob Cummings Show CBS Th 8:30 

Bob Newhart Show NEC W 10 

















Bonanza NBC Sun 9 
Amer, Tobacco, P&G 
Bugs Bunny ARC Tu 7:30 


Keystone Camera, Mars, Gen. 
Foods 

Bullwinkle NBC Sun 7 
Gen. Mills, Ideal Toy, Beechnut 


Bus Stop ABC Sun 9 
Brown & Wmson, Culver, Singer, 
Mobiloil, Rrillo 

Cain’s 100 NBC Tu 10 

Calvin And the Colonel ABC Tu 8:30 

Candid Camera CRS Sun 10 

Car 54 NBC Sun 8:30 

Checkmate CBS W 8:30 

Cheyenne ABC M 7:30 
Miles, Mobiloil, Amer. 
Edw Dalton, P&G 

Danny Thomas Show CBS M 9 

David Brirkley’s Journal NBC W 10:30 

Defenders CBS Sat 8:30 
Kimberly-Clark, Brown & Wmson, 
Lever 

The Dick Powell Show NBC Tu 9 

Dick Van Dyke CES Tu 8 

Dr. Kildare NBC Th 8:30 


Tobacco, 





Singer, 
Lambert, Colgate 


Dennis the Menace CBS Sun 7:30 
i] 


Gills CBS Tu 8:30 
R 


L&M, Sterling, 








Warner- 


. 


Hazel NBC 








MONDAY WEDNESDAY THURSDAY 
ABC CBS NBC ABC CBs NBC ABC ces NBC ABC CBS 
ABC ABC ABC a ABC 
ews ews News | News 
6:15 | a 
| | | 
| 
| | | | 
6:30 r ——+t- t - 1 ] 
i | ; 
6:45 News | Texaco, News Texaco, News Texace, News 
Amer. Home — Amer. Home —— Carter —— P. Morris 
inkley Goodyear inkley Philip Morris rinkley alt Goodyear 
7:00 —_—__+—_—_—_—_—__—___+——ftepert sae teas — “Report | | Report 
TAS | Exsediti _ _ _ 
talston News 
News News News 
7:30 ———EE | 4 ; 
Marshall 
To Tell the Dit bay Pventtes 
8 
7:45 Truth Bugs Bunny Co-op Gen. Foods Ozzie & ak 
hey — Harriet 
t. J. Reynolds Laramie 
8:00 ae + The 
Cheyenne a Allen Wagon Train 
ow Donna Reed 
Bachelor Father Knows 
8:15 | Pete & Gladys | National orcas Dick Van A. de 
Velvet Awer, To- Dyke (part.) Campbell Soup 
haceo, Armour P&G z. & 4. 
8:30 — | 4 
Price Is | 
Right The Joey 
: Window On Calvin And the Hitchcock Sch Com 
S245 | The Rifleman | iain Street Colonel = Presents Top Cat = oo aine Chey 
P&G Reott. Toni Whitehall | paip Morris Téneie- Kellogg t — Real McCoys Kellogg 
; Lever ieee ‘Sieseme Bristol-Myers Checkmate Tobacco P&G Br. & Wmson 
9:00 L 9 | } } : i Colgate 1 
L&aM 
} Ichabod & Me 
Danny Thomas My Three 
9:15 | Surfside six Show Socony Mobil Roe Investigators 
Quaker Oats f ( (part. ) 
Gen. Foods The Dick p- A he Chevrolet 
87th Precinct icine Powell Show | Hawaiian 
230 various Reynolds 4 Hall 
9:3 Breed Metais, Eye 
p Red Skelton varicus 
9:45 oo Sinclair Mrs. G. Goes Tec. 
} : 8. C. Johnson to College 
Gen. Foods 
10:00 | 
Hennesey Sh “ 
10:15 Bee Gane P Lorillard Alcoa Presents 
. Gen Fonds Alcoa Armstrong 
Circle Theatre CES Reports 
Thriller Garry Moore | Cain's 100 The | 
10:30 | 7 various Show | various ats hy ‘Cam Cateushaties ary 
co u . Steel David Brink. 
I've Got A st. 10/1 our ley’s Journal 
10:45 Secret Alcoa Premiere TS Sree! Douglas Fir 
(part.) Alcoa TMywood, P&G 





Hawaiian Eye ABC W 9 


Whitehall, Amer. Chicle, 


Lorillard, Culver, Noxzema 


Th 9:30 


Hitehcock Presents NTC Tu 8:39 


Donn jeed ABC & 

The Ed Sullivan Show CRS Sun & 
Expedition ABC M 7 

Eyewitness to History CBS F 10:30 
Father Knows Best CBS W 8 
Father of the Bride CBS F 9:30 
The Flintstones ABC F 8:30 
Fiaht of the Week ARC Sat 10 
Follow the Sun ABC Sun 7°30 
Frank McGee's NBC F 10:30 
Frontier Cireus CBS Th 7:30 

&. E. Theatre CRE Sun ° 

Garry Moore Show CBS Tu 10 


c. 


Oldsmobile, R. 3, Reynolds, §S. 
Johnson 

Gunsmoke CRS Sat 10 
L&M, Remington-Rand, Gen 


Foods, 8S. C, Johnson 
The Hathaways ABC F 8 
Mars, Ralston, Polarcid, Mobil 


Have Gun, Will Travel CBS Sat 9:30 


oil 


Ichabod & Me CBS Tu 9 
international Showtime NBC F 7:30 
Derby Foods, 7-Up, various 

The Investigators CRS Th 9 

I've Got A Secret CPS M 10:30 
Gen. Foods, Polaroid, Hertz 

Jack Benny Program CBS Sun 9:30 

Jack Paar NBC M-F 11:15 

The Joey Bishop Show NBC W 8:30 

Laramie NBC Tu 7:30 

Lassie CBS Sun 7 

Lawman ABC Sun 8:30 

The Lawrence Welk Show ARC Sat 9 
J. B. Williams, Union Carbide, 
Polaroid 

Leave It To Beaver ABC Sat 8:39 
Ralston, Peter Pau), Mars, Mola- 
roid 

Make That Spare ABC Sat 10:45 

Margie ARC Th 9:30 











































THURSDAY FRIDAY SATURDAY 
ABC css NBC ABC cBSs NBC ABC CBS NBC 
ABC ABC 
News News 
ee 
en ee 
News Texace, News Texaco. 
P. Morris Huntley- Amer. Home Huntiey- 
alt Goodyear Brinkley alt P. Morris Brinkley 
Report Reper: 
Matty’s Fun- 
= day Funnies 
te Mattel 
News News | 
_—_ Straightaway ! 
Ozzie & part.) Autolite | 
Harriet . Mobiloil 
International | 
s : 
a Rawhide Showtime | Roaring '20's| Perry Mason 
Donna Reed | 
| Show The 
| Camphell Soup Hathaways 
| 7. & 1. 
Bob Cum- i The Leave It to Ma 
mings Show |) px; | Flintstones mantel Tall " 
“ . Kildare various 
Real McCoys Kellogg Miles Robert 
P&G 3r. & Wmson Reynolds Taylor’s Defenders 
Route 66 Detectives } 
various 
The 
a Investigators 
Chevrolet rates The 
Lawrence 
77 Sunset Welk 
Strip 3 Show 
Margie Hazel a "4 the Have Gun. | 
P&G Ford en te Will Travel 
Gen. Mills ten 
Campbell Soup Whitehall 
Target: oe 
The Corruptors | TWilight Zone The Ficht of| Gunsmoke 
“ CES Roports | — 
Untouchables | 19-11 pn Eyewitness to | emis 
(part.) History ‘ 2 
American Frank McGee $ Cigar 
Cyaramid Here and Now) —— 
g Gulf Oil | Vake That 
Liggett & | e 
Myers i ware 
_ | Rroen & 
| Temsn 
Truncwick 


n Eye ABC W 9 
» Whitehall, Amer. Chicle, 
Nard, Culver, Noxzema 
‘BC Th 9:30 
k Presents NRC Tu 8:3) 
& Me CBS Tu 9 
ional Showtime NBC F 7:30 
by Foods, 7-Up, various 
estigators CRS Th 9 
A Secret CPS M 10:30 
. Foods, Polaroid, Hertz 
enny Program CBS Sun 9:30 
fr NBC M-F 11:15 
y Bishop Show NBC W 8:30 
NEC Tu 7:30 
CBS Sun 7 
ABC Sun 8:30 
ce Welk Show ARC Sat 9 
Williams, Union Carbide, 
roid 
To Beaver ABC Sat 8:39 
ston, Peter Paul, Mars, Pola- 
hat Spare ABC Sat 10:45 
ARC Th 9:30 


Notes: When participating programs and other programs have more than two 
sponsors, Dames of sponsors appear with alphabetical listing below chart. 


ABC: 10/3 World Series Special 10:30-11; 10/19 Feathertop 8: 
10/25 Accent on Youth 10-11; 1¢ 


Bell & Howell Close-Up 10-11. 





28 Ernie Kovacs Show 8§:30-5 

















Marshall Dillon CBS Tu 7:20 
Matty’s Funday Funnies ABC Sat 7 
Maverick ABC Sun 6:36 
Kaiser, Luden’s, Maytag, Key- 
stone Camera, Ideal Toy, Peter 
Paul, Brillo 
Meet the Press NBC Sun 6 
Mr. Ed CBS Sun 6:30 
“r. Lucky CBS Sat 9 
Mrs. G_ Goes to College CBS W 9:20 
My Three Sons ABC Th 9 
Naked City ABC W 10 
Rristol Myers, Brown & Wmsn, 
Haggar, Am. Chicle, Luden’s 
Brille, Speidel, Beecham 
National Velvet NRC M 8 
Gen, Mills, Bulova, Beechnut 
The New Breed ABC Tu 9 
Johnson & Johnson, Scctt, Miles, 
Brown & Wmson, Edw, Dalton, 
Mobiloil 
New Comedy Showcase CBS M 10 
News (RS M-F 6:45: 7:15 
1, 2,3... . Gol NBC Sun 6:30 








Outlaws NBC Th 7:30 
Colgate, Beech Nut Life Savers, 
Brown & Wmsn, DuPont, Union 
Carbi: 


Ozzie & Harriet ABC Th 7:30 
Warner-Lambert, Derby, Peter 
Paul, Brunswick, Edw_ Dalton, 
Mobiloil 

Perry Como NBC W 9 

Perry Mason (BRS Sar 7:30 

° Colgate, Philip Morris, Sterling, 


Drackett 

Pete & Gladys (RS M8 
Carnation, Polaroid, Menley- 
Jones 


Play Your Hunch NRC F 9 

Playhouse 90 CBS Tu 9:50-11 

87th Precinct NBC M 9 

The Price Is Right NEC M 8:30 

Rawhide CBS F 7:20 
Nabisco, Gen, Foods, Philip Mor- 
ris, Bristol Myers, Drackett, 
Colgate 

Real McCoys ARC Th 8:30 

Red Skelton CBS Tu 9:30 

Rifleman ABC M 8:30 








Roaring °20’s A 
Peter Paul, 
Gen. Cigar 

Robert Taylor's 

Route 66 CBS 
Chevrolet, | 

Sat. Night at ' 

Sing Along wit 
R. J. Reyn 

The Steve Alles 
Timex, Pe 
Sandura, 
Cigar, Brun 
Maytag 

Straightaway A 

77 Sunset Strip 
American C 
Reynolds, 1 

Sunday News S 

Surfside 6 ARC 
Brown & | 
zema, Spei 
Carbide, B: 

Tales of Wells 

Tall Man NBC 


CBS: 10/24 Westinghouse Presents 10-11; 10/29 The Power And the 
Story 9-11. 

NBC: 10/6 Dinah Shore Show 9:30-10:30; 1€/9 Sound of the Sixties 
10-11; 10/15 WNation’s Future 5-6; 10/19 Purex Special 3-4. 10/20 
Halimark Halli—Macheth 3:30-19:30; 10/29 Bob Hope 0-8 :30, 


SUNDAY 
ABC 


a Twentieth 
All-Pro Century 
Scoreboard Prudential 


Mr. Ed 
Studebaker 
(part.) 


Maverick 


Lassie 
Camphell 
Soup 


Dennis the 
Menace 
Best Foods 
alt Kellogg 
Follow the 

Sun 

Kaiser 

L&M 


The Ea 
Sullivan Show 
Colgate 
FEastman- 
Car 54, Where 
Kodak Are You? 
V&G 


Tall Man Lawman 
various R. J. Reynolds 
Whitehall 


G. E. Theatre 
Generai 
Flectric 


Bus Stop 
Jack Benny 
Program 
Lever 
State Farm 
Mutual 


Cancid Camera 
Bristol Myers 
Adventures Lever 
in 
Paradise 


What's 
My Line 
All State 

Kelloggs 


Sunday News 
Special 


Whitehall 
Carter 


Roaring '20’s ABC Sat 7:30 
Peter Paul, Armour, Edw. Dalton, 
Gen. Cigar, Mobiloil 
Robert Taylor's Detectives NBC F 8:30 
Route 66 CBS F 8:30 
Chevrolet, Philip Morris, Sterling 
Sat. Night at the Movies NBC Sat 9 
Sing Along with Mitch NBC Th 10 
R. J. Reynolds, Ballantine, Buick 
The Steve Allen Show ABC W 7:30 
Timex, Pepsi-Cola, aybelline, 
Sandura, Calgon, Brillo, Cons. 
Cigar, Brunswick, Luden’s Mattel, 
Maytag 
Straightaway ABC F 7:30 
77 Sunset Strip ABC F 9 
American Chicle, Whitehall, R, J. 
Reynolds, Beecham 
Sunday News Special CBS Sun 11 
Surfside 6 ABC M 9 
Brown & Wmsn, Pontiac, Nox- 
zema, Speidel, Armour, Union 
Carbide, Brillo 
Tales of Wells Fargo NPC Sat 
Tall Man NBC Sat 8:30 


Target: The Corruptors ABC F 10 
Mobiloil, Edw, Dalton, DuPont, 
Lorillard, Lever, Union Carbide, 
Culver, Speidel, Brillo 

Texaco, Huntley-Brinkley Report NBC 

M-F 6:45 
Esquire, Mutual of Omaha 

Thriller NBC M 10 

Top Cat ABC W 8:30 

To Tell the Truth CBS M 7:30 

Twentieth Century CBS Sun 6 

Twilight Zone CBS F 10 
L&M, Mobil, Chesebrough-Ponds, 
Colgrte 

U. S. Steel Hour CRS W 10 

The Untouchables ARC Th 10 
Armour, Beecham, Whitehall, 
J, B. Williams, Miles, Culver 

Wagon Train NBC W 7:30 
Reynolds, National Biscuit, Ford 

Walt Disney’s Wonderful World NBC 

Sun 7:30 
Window On Main St. CBS M 8:30 
Winston Churchill — The Valiant 
Years ABC Sun 10:30 
What's My Line CBS Sun 10:30 
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RCA designs and builds the TV cameras and other TV studio equipment that record the action and sound . . . 


te wy, PA 
™ vi eee 


RCA designs and builds the equip- And RCA designs and builds the TV sets, color and black-and-white, that bring the pieture 
ment that transmits the TV signals. and sound into your home. There is an RCA Victor model for every taste and pocketbook. 


RCA takes the picture...sends the picture...and receives the picture! 
No wonder RCA is the most trusted name in television 


ei \ When you buy an RCA Victor studio cameras . . . to transmitters . . . to than any other make. Yet important as 
JE) television set, you can rest as- the tube you see the picture on. . . com- television is to RCA, it is but one of many 
sured that you’re getting the very finest bine to bring you the sharpest, clearest fields of electronics in which the Radio 
your money can buy. television pictures you’ve ever seen. Corporation of America is active as a 


: . ni . : xioneer and leader. TMK(s)@ 
For RCA has an unequalled back- From the very beginning of the in- E 


ground of experience in every ph of dustry—first in black and white, then in A 
the television industry. In fact, the very Color TV—RCA has been recognized as / > - \ The Most Trusted Name 
same RCA electronic skills, research, the most trusted name in television. To- 


in Television 


RADIO CORPORATION OF AMERICA 


and facilities that build everything from day, more RCA Victor sets are in use 
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MONDAY-FRIDAY 


ABC CBS NBC 









SUNDAY 


ABC CBS 































Daytime Index 
*ABC “Operation Daybreak’’ adver- 
tasers 
Charles Antell, American Home 
Products, Armour, Babbitt, Bon 
Ami, Brillo, Bristol Myers, 
Carters, Chesebrough-Ponds, Dr 
Pepper, DuPont, Ex-Lax, Fil- 
berts, Gen, Foods, J&J, Lady 


Clairol, Lehn & Fink, Lever, P. 
Lorillard, M&M, Metrecal, Minn. 
Mining, Mortons, Northam War- 
ren, Plasti-Kote, Staley, Sterling 
Drug, Warner Lambert, Welch, 
Uncle Ben's Rice 

Accent CBS Sat 1 

Adiai Stevenson Reports AP-C Sun 3 

Adventure Theatre NBC M-F 4:30 

Amateur Hour CBS Sun 5 

American Bandstand ABC M-F 4 
Beech-Nut, Welch, Toni, Lever, 
Plough, Charles Antell, Stridex, 
Noxzema, Carter, Northam War- 
ren, Lambert & Feasley, Vick, 


Calendar Say When 


Piay Yo 
! Love Lucy June 
x 
The Texan Video Village 
Love That Surprise 
Bob Package Concentration 
News 


Camouflage Love of Life 


Truth Or 


Consequences 


Search For 
Tomorrow 
P&G 
The Guiding 
Light 


Make A Face 


P&G 
1-105 
CBS News 


College of 
the Air 


Day In Court 


Midday Report 


J&I, 
M&M, B. F. Goodrich 
American Football League Games ABC 
Sen 3:30 
Carling Brew., Autolite, Keystone 


Minnesota Mining Mfz., 


Camera, Mobiloil, Pabst 
Petrol., Sun Oil, L&M 
American Newsstand ABC M-F 4:50 
As The World Turns CBS M-F 1:30 
P&G, H. Curtis, Lever, Sterling, 
Quaker Oats, Nabisco, Pillsbury, 
Carnation, R. T, French 
The Brighter Day CBS M-F 4 
Lever, Alberto Culver, S. C. 
Johnson 
Calendar CBS M-F 10** 
Camouflage ABC M-F 12* 
Camera Three CBS Sun 11:30 
Captain Gallant NBC Sat 5:30 
Captain Kangaroo CBS Sat 9 
**CBS Morning Minute Plan M-F 
10-12 
Complete listing of participating 


» Phillips 





SATURDAY 
ABC CBS NBC 
Captain 
Kangaroo 
partic. 


Video Village 
Jr. Edition 


Mighty Mouse 


Playhouse 
Colgate 
sae gd Macic Land 
Tel 7 i of Allakazam Fury 
eico on - 
Gold Medal Kellogg 
Candies 


Roy Rogers 
Nestle 


Magic Ranch 


Lone Ranger 
Beatrice Foods 


Gen. Mills 


Sky 
Nabisco 


True Story 


CBS News ’ 
Detective's 
Diary 
Glenbrook 
Simoniz 

Accent 
(sust) 

Mr. Wizard 


(sust) 


advertisers TBA 

CBS News CBS M-F 1 

CBS News CBS Sat 12:30 

CBS News CBS Sun 12:55 

College Bowl CBS Sun 5:30 

College Football Kickoff ABC Sat 2:30 
College Football Scorebd. ABC Sat 

5245 





Concentration NBC M-F 11:30 
Sterling, Pillsbury, Leeming, 
Lever, Frigidaire, Heinz, Miles, 
Nabisco, Whitehall, Mennen, Gen 
Mills, Simoniz, Jergens 

Day In Court ABC M-F 1* 

Detective’s Diary NBC Sat 12:30 

Directions 62 ABC Sun 1 

The Edge of Night CBS M-F 4:30 
P&G, Sterling, R. T French, 
Nabisco, Nestle, Pillsbury, Best 
Foods, Am. Home, Alberto-Culver 

From These Roots NBC M-F 3:30 
Beechnut, Purex, Lever, Bauer & 
Black, Nabisco, Colgate, Pillsbury, 





Lamp Unto 
My Feet 
(sust) 


Look Up 
& Live 
(sust) 


Camera Three 
(sust) 


Meet the 
Professor 


Directions °62 





Gen. Mills, Sterling, 
Leeming, Green Giant 
Frontiers of Faith NBC Sun 1:30 
Fury NBC Sat 11 
Miles, Nabisco, Sweets 
The Guiding Light CBS M-F 12:45 
dere’s Hollywood NBC M-F 4:30 
Colgate, Whitehall, Seechnut, 
Gen. Mills, Heinz, Simoniz, Jer 
gens, Mennen, Sterling, Gold Seal 
House Party CBS M-F 2:30 
J. B, Williams, Van Camp, 
berto Culver, Lever, 
Pillsbury 
! Love Lucy CBS M-F 10:30** 
issues and Answers ABC Sun 3 
it Could Be You NBC M-F 12:30 
Beechnut, Leeming, P&G, Miles, 
Heinz, Ex-Lax 
jan Murray Show NBC M-F 2 
Whitehall, O’Cedar, Block, Silex, 
Gen. Mills, Culver, Bon Ami, Jer- 
gens, Ex-Lax 


Whitehall, 


Al- 
Carnation, 


me 


NBC 





hitehall, 


1:30 


12345 
4:30 
feechnut, 
niz, Jer- 
old Seal 


mp, Al- 
arnation, 


** 

3 
12:30 

}, Miles, 
"2 

Kk, Silex, 
mi, Jer- 


MONDAY-FRIDAY 
ABC cBS 


SATURDAY 


ABC cBS 





Station Time As The 
World Turns 


Number Please Password 


Seven Keys 


= a The 
Millionairs 


Who Do You The Verdict 


American The Brighter 
Pe mca Day 





‘part.) 
(to 4:56) Storm 


American 
Newsstand 
(4:50) 
Milton Bradley 
Lehn & Fink 


Station Time 


Station Time 





King Leonardo & His Short Subjects 
NBC Sat 10:30 
Lamp Unto My Feet CBS Sun 10 
Lone Ranger NBC Sat 11:30 
Lone Ranger ABC W 5:30 
Gen. Mills 
Look Up and Live CBS Sun 10:30 
The Loretta Young Theatre NBC M-F 
2:30 


Frigidaire, Heinz, P&G, Gen. 
Mills, Beechnut, Miles, Leeming, 
Green Giant, Buick, Culver, Pills- 
bury, Mennen 

Love That Bob ABC M-F 11:30* 

Love of Life CBS M-F 12 
Am. Home, Kellogg, Pest Foods 
Lever, Alberto Culver, R, 
French, Nestle, Nabisco 

Magic Land of Allakazam CBS Sat 


1) 

Magic Ranch ARC Sat 11:30 

Major League Baseball NBC Sat & 
Sun 2:30 


I ape 2 


Young 
Dr. Malone 


Trust ts Yours 


The Secret for Daddy 


Here’s Service 
Hollywood 


— 


College Foot- | 
ball Kickoff 
Union Carbide 

(to 2:45) i 


NCAA Football | 
Games 
(2:45-5:45) 


| 
| NFU Game of | 
the Week | 


United Motors | 


| (4:30-conel.) 


Coll. Football 
Se. Bd 
G. Mills, 


dacgealdlasninntia 


+ ——— Major League 


Baseball 
(Various 
Regional) 


——OPt 
Football 
(part.) 
(2-conel.) 


Major League 
Baseball 
(Various 
Regional) 


American 
Foctball 
League 
Games 


Amateur Hour | 
J. B. Williams | 


Time: Present 
Mutual of 
Omaha 


GE College 
Bowl 


Gen. Electric | 


Bristol-Myers 





Make a Face ANC M-F 12:30* 

Make Room for Daddy NBC M-F 4 
Heinz, P&G, ldsmobile, Frito, 
Leeming 

Meet the Professor ABC Sun 12:30 

Midday Report ABC M-F 1:25 

Mighty Mouse Playhouse CBS Sat 


12:30 
The Millionaire CBS M-F 3 
Kellogg, Pillsbury, Lever, Nestle, 
Best Foods, R, T. French, Gerber 
Mr. Wizard NBC Sat 1 
NCAA Football Games ABC Sat 2:45 
American Oil, Sun Oil, Frito, Gil- 
lette, Humble Oil, R. J. Reynolds 
National League Football Games CBS 
Sat 4:30 & Sun 2 
News CBS Sun 11:55 
News NBC M-F 12:55 
Gen. Mills 
Number Please ABC M-F 2* 
On Your Mark ABC Sat 11 
Password CBS M-F 2 








Pip the Piper ABC Sun 12:30 

Play Your Hunch NBC M-F 10:30 
Miles, Heinz, Simoniz, Colgate, 
Silex, Factor, Frito 

Queen For A Day ABC M 3* 

The Price is Right NBC M-F 11 
Lever, Heinz, Chevrolet, Jergens, 
Silex, Frigidaire, Sterling, Frito, 
Leeming, Miles, Beechnut, Gold 


Seal 
Rin Tin Tin ABC M & F 5:30 
Gen. Mills, Sweets, Gilbert 
Roy Rogers CBS Sat 11:30 
Ruff & Reddy NBC Sat 10:30 
Saturday News CBS Sat 12 
Say When NBC M-F 10 
Beechnut, Ex-Lax, Block, Rey- 
nolds, Silex, O’Cedar, Bon Ami 
Search For Tomorrow CBS M-F 12:30 
The Secret Storm CES M-F 4:15 
Am. Heme, Pillsbury, Quaker 
Oats, Alberto Culver 
Seven Keys ABC M-F 2:30° 


Shari Lewis NBC Sat 10 

Sky King CBS Sat 12 

Sunday Sports Spectacular CES Sun 2 
Schlitz, Liggett & Myers, Carter, 
Bristol Myers 

Surprise Package CBS M-F 11:30** 

The Texan ABC M-F l1* 

True Story NBC Sat 12 
Dow, Simoniz, Sterling 

Truth Or Consequences NBC M-F 12 
Miles, P&G, Chevrolet, Heinz, 
Frigidaire, Beechnut, Jergens, 
Mennen 

UN in Action CBS Sun 11 

The Verdict is Yours CBS M-F 3:30 
Kellogg, Lever, 8. C, Johnson 

Video Village CBS M-F 11** 

Video Village Jr. Edition CBS Sat 10 

Washington Conversation CBS Sun 12 

Whe Do You Trust ABC M-F 3:30° 

Young Dr. Malone NBC M-F 3 
Miles, Mennen, P&G, Gen. Mills, 
Jergens, Lever, Purex, Beechnut 
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—says Roy Bacus, Station Manager, WBAP-TYV, Fort Wort 


“How did we ever get along without RCA TV Tape!” 
he adds. It makes possible special telecasts which can be 
done at the convenience of clients and talent. It facili- 
tates special promotions, program intros and closes. 
And it helps us do a better overall production job. 


“Besides all this, color really impresses our advertisers. 
Color sets are on the increase and our advertisers like 
the extra impact they get from color. This is especially 
true of food, toy and department stores. We’ve jumped 
from 17 to about 60 color commercials a month. This 
proves we get the finest performance from our two RCA 
Color Recorders!” 


RCA TV Tape Recorders are ideal for station use. They 
are designed for color and part of a completely matched 


line of equipment. Unique RCA features include mult 
ple monitoring checks for the very best picture . . . w 
equalled in sharpness and color realism. And precisiéi 
headwheel interchangeability makes it possible to ge 
uniform quality time after time. 


Incidentally, it’s these color design features that mak 
the RCA Tape Recorder best for monochrome. 


If you’re looking for this performance plus in your cong 
mercials, you'll find the answer in RCA tape equipmert! 
Call your nearest RCA Representative, with complet 
assurance, for the finest in equipment and service. & 
write to RCA, Broadcast and Television Equipment 
Dept. A -278, Building 15-5, Camden, N. J. 


The Most Trusted Name in Television 


® RADIO CORPORATION OF AMERICA 
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estinghouse Broadcasting Co. is 
giving away free spots. 

No, advertisers are not being of- 
fered commercial time on the WBC 
stations without charge; the company 
is making available to interested sta- 
tions two series of commercials in 
the area of “public service” that it 
has produced. 

One series—“‘I Have a Story”— 
was introduced this past spring at the 
Westinghouse public-affairs program- 
ming conference in Pittsburgh, but 
is now available in revised and ex- 
panded form. The dozen one-minute 
filmed announcements are narrated 
by Rex Marshall and Joyce David- 
son. Each commercial acts as a 
“teaser” for a famous book—Tom 
Sawyer, Kidnapped, Sleeping Beauty, 
etc.—and is designed to be played 
within a station’s children’s program- 
ming. The idea, of course, is to in- 
terest youngsters in reading worth- 
while books and using the service of 
public libraries. 

The second WBC-produced series 
consists of 42 odd-length statements 
on modern education by as many col- 
lege and university presidents. That 
“odd-length” refers to the fact that 
some spots run one minute, others 
two minutes, others 2:15 and some 
as much as 2:40 in playing time. The 
films and tapes, in which the presi- 
dents speak out on such topics as 
crowded classrooms and adequate 
preparation for college, are available 
at no charge on request, as are the 
reading spots. 
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With the cold-relief products 


TELEVISION AGE 






a review of 


current activity 


in national 
spot tv 


breaking out currently in spot sched- 
ules all across the country, a new 
study of brand preferences conducted 
by TvAR is particularly timely. Cov- 
ering the five WBC-station markets, 
along with Charlotte, Jacksonville 
and Washington, the survey ranked 
popular cold products by preference 
—as of last March—in each market. 
For example, Bayer Aspirin was first 
choice to relieve cold symptons in 
Boston, but Dristan ranked first in 
Charlotte, Jacksonville and San Fran- 
cisco. Washington shoppers took to 
Coricidin as top choice, with 4-Way 
close behind, while 4-Way was num- 
ber-one in Baltimore, Pittsburgh and 
Cleveland. 

In the area of nose drops, sprays 
and inhalants, heavily advertised 
Vicks led the field in seven of the 
eight markets surveyed, but Boston 
cold sufferers preferred little-adver- 
tised Neo-Synephrine drops. 





At J. Walter Thompson, New York, 
Martha Thoman places for various 
products of Chesebrough-Pond’s, Inc., 
and Standard Brands. 






October 2, 1961 


REPORT 








Of the cough and _ sore-throat 
remedies purchased, Vicks was first 
choice in all areas except Jackson- 
ville, where Listerine took top honors. 
Listerine was in second spot in Bal- 
timore, Washington, Charlotte and 
San Francisco, while its new com- 
petition out of Johnson & Johnson, 
Micrin, appeared to be faring poorly 
in most areas—although it achieved 
a sixth-place ranking in San Fran- 
cisco. 

Vicks easily led the field in the 
category of salves and ointments pur- 
chased and was noted first in all 
eight markets. Ben-Gay took second 
place in every market except Char- 
lotte, where Mentholatum beat it out. 

The Pulse, Inc., conducted the 
brand-comparison survey for TvAR, 
using a sample of about 700 homes 
per market. Interviewing was con- 
ducted during the last two weeks of 
March. It remains to be seen whether 
the heavy tv schedules for both new 
and old products just getting under 
way will change brand preferences 
by the time a 62 study is done. 


Among current and upcoming spot 
campaigns from agencies and adver- 
tisers across the country are the fol- 
lowing: 


AMERICAN CHICLE CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 


Recently having taken over on several 
products from this firm, the agency 
reportedly was placing its first schedules 
at press time for CLORETS, with the 
runs of nighttime minutes to get under 
way at the first of this month for 13 weeks. 
More than 100 markets should be utilized. 
Ralph Bodle is the timebuyer. 
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“Charlotte’s WSOC-TV 


puts more sell into 
our campaigns” 
— McCowan, Henderson 





BETTY McCOWAN 
Henderson Advertising Agency, Inc. 
Greenville, S. C. 


“When we are placing spot schedules 
on WSOC-TV, we know that we will 
reach the right audience for our 
products. And, WSOC-TV’s excellent 
merchandising support is a ‘plus’ fac- 
tor that puts more ‘sell’ into our cam- 
paigns.” 


Some things are not shown on rate 
cards. Important things like merchan- 
dising, for example. Schedules on 
WSOC-TV get the finest merchandis- 
ing support in the Carolinas. Trade 
mailings, in-store displays when ap- 
plicable, tie-in ads, product surveys 
if needed—other specialized support. 
Put your advertising schedule on 
WSOC-TV . . . one of the great area 
stations of the nation. We'll work with 
you—you'll see sales results! 






CHARLOTTE $— NBC and ABC 
Represented by H-R 


Associated with WSB and WSB-TV, Atlanta; 
WHIO and WHIO-TV, Dayton 
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RKO General’s ‘Lucky 13° 


A baker’s dozen of new sales executives were named to the New York 
office of the recently established National Sales Division of RKO General, 
Inc. Appointed for tv were Jerry Molfese, Gordon Lawhead, Richard Col- 
burn, Sidney Allen, James Gates, Mort Zimmerman, John Fernandez and 





GATES 


MOLFESE MARINO ALLEN 
James Marino. For radio, Richard Kelliher, H. W. (Bud) Simmen, Tom 
Green Jr., James H. Fuller and Victor (Buck) Forker joined the firm. 

Stations to be represented by the organization are WOR-TV-AM-FM New 
York, WNAC-TV-AM and WRKO-FM Boston, KHJ-TV-AM-FM Los Angeles, CKLW- 
TV-AM-FM Detroit-Windsor, WHBQ-TV-AM Memphis, KFRC-AM-FM San Fran- 
cisco, WGMS-AM-FM Washington and the Yankee Network. 





COLBURN 


ZIMMERMAN FERNANDEZ LAWHEAD 


Don Quinn, heading the new division, also announced the appointment 
of Robert E. Wilke as director of corporate sales relations. Mr. Wilke’s 
duties include the coordination of the activities of stations with the adver- 
tisers themselves “to sustain and develop new interest in the broadcast 


media.” 














WSOC-TV | 





AMERICAN MOTORS CORP. 
(Geyer, Morey, Madden & Ballard, 
Inc., N. Y.) 


Joining the influx of automotive advertisers 
into spot at new-car introduction time, 
RAMBLER starts four weeks of minutes 
in major markets late this week, with 
the commercials slotted at nighttime and 
near week-ends to get potential customers 
into showrooms on Saturdays. Helen 
Kourtides, working with Roeland Jan Van 
Emmerik, is the buying contact. 


BEECHAM PRODUCTS, INC. 
(Kenyon & Eckhardt, Inc., N. Y.) 


Continuing to rely strongly on network 
nighttime exposure, the maker of 
BRYLCREEM and SILVERKRIN shampoo 
hits a large group of major markets at 
issue date with about eight weeks of 
supplementary late-night filmed minutes. 
John Timko is the timebuyer. 


AMERICAN CYANAMID CO. 
(Ben Sackheim, Inc., N. Y.) 
As noted here Aug. 7, CLOUD 9 rugs of 


Creslan fibers will be promoted next week 
in about 20 top markets across the 
country. Filmed minutes will run in 
strong frequencies in both day and non- 
prime nighttime periods. Dick Goldsmith 
is the timebuyer. 


AMERICAN HOME PRODUCTS 
CORP., Boyle-Midway Div. 
(Tatham-Laird, Inc., N. Y.) 


Moving into spot this past spring after 
lengthy network employment, GRIFFIN 
shoe polishes took a brief summer hiatus, 
but returned late last month for an eight- 
week push in a fair-sized group of top 
markets. Filmed 20's and ID's in prime 
and daytime periods will run. Also active, 
EASY OFF oven cleaner reportedly 
opens a 10-week drive at issue date, using 
night minutes in a small number of 


major areas. Don Douglas is the timebuyer. (Continued on page 52) 












































































One Buyer’s Opinion .. . 7\\ 
7 i i * 
, CANCELING A SCHEDULE Be -<0)-7- es a 
/ / | \ 
: As sad as it may seem from the point of view of the station or sta- / DOMINATES 
tions involved, there are times when orders must go out from an agency / 
to cancel a schedule. When it happens, the seller—who finds himself 
with something unsold that a moment ago was sold—is entitled to an 
explanation. 
One thing that should be understood, of course, is that schedules 
aren’t canceled on the whim of the buyer. A lot of things can happen | 
between the start of a 52-week campaign and its finish. 
For one, the client’s market strategy can change completely. Perhaps | | 
he finds after a few months that women aren’t responding to his 20- 
second spots, but a test indicates participation minutes in some network IN THE NATION’S 
shows will get results. Perhaps he finds that less advertising effort is | | 
” needed in Spokane where the competition is minimal, while more is | | RICHEST RETAIL 
required in Toledo where sales are off. Perhaps the product is a sea- . 
~ sonal one, and the cold weather or hot spell ends sooner than expected. | MARKET 
ay Or, the advertiser can find he needs the balance of his spot money to | In Odessa-Midland and 26 
* cover a variety of other costs. | counties in West Texas and 
A major cause of cancellation, to be sure, is a rapid series of rate New Mexico 30% more 
increases throughout the year—with little or no protection given the people** keep up with the 
advertiser. A 52-week schedule that appears economical in January changing world by viewing 
might be unbearably expensive for the client after July, following a KOSA-TV News at 6 and 10 
couple of price jumps. P. M. 
While stations naturally don’t look with favor at a cancel notification, ’ 
| buyers are no happier issuing them. There’s a lot of work involved— If your sales message is 
getting out the order, checking confirmations, revising contracts and the “news worthy”’ you'll reach 
like. But certain steps can be taken on the parts of both buyer and more of the Nation’s Richest 
station to ease the blow. Retail Market* on 
i If a schedule is being canceled in order to move it to another station 
in the market, it’s only fair to notify the rep far enough in advance so KOSA® TV 
that he can have a chance to match the new station’s offer. He might FIRST IN ODESSA- 
nt come up with a proposal that not only saves the effort of canceling but MIDLAND 
’s benefits the client by providing a more effective schedule. : ; 
T- Once an irrevocable decision to cancel is made, however, it’s up to the “Retail Sales $5,887 per hehid. 
, : P b Sales Mgmt Survey of Buying 
st buyer to warn the affected stations of the forthcoming action as far in Power / May 1961 
advance as possible. Contractually, it might be necessary to give two enti ‘ten. tome 
a weeks’ notice, but the stations will find it helpful if they’re told, “It : Py 
looks like we may have to go out around such-and-such a date,” before Buy [R) 
¥ the actual cut-off order goes out. Once warned, the salesmen can start to sell West Texans... 
d, contacting possible clients, letting them know the spots might open up. Get 34% of New Mexico to boot 
Interested advertisers can then be contacted immediately once the can- 
isers cellation notice is received, rather than the rep having to contact all 
a possibilities during the two-weeks’ expiration period. Right, you’re going 
out of your way to help the station—but you might want some special 
mel” service the next time you make a buy, and the favor may be returned. 
In rare instances it’s necessary to cancel a schedule that has been 
bine: placed and confirmed before it begins running. Again, the contract says 
: the spots have to run two weeks—but there are stations that will let 
5 you out immediately if they understand the emergency. | 
x “But we can’t afford to lose the money,” say some channels. From a 
buyer’s point of view, there seldom is a loss of money involved. If the 
“_ canceled spots are good, the availabilities will be snapped up quickly a ae Hap ey 
by another advertiser. And the station might benefit the next time you Jack C. Vaughn, Chairman of the Board 
a place a schedule. | George ©. Collier Nat. Sales Mer. 
; 52) 
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CHARLESTON 
-HUNTINGTON 


THERE’S NO NEWS 
LIKE 


WSAZ TELEVISION 
NEWS 


o © © © © © & & & 
Oo 0 to Oe % to % 1 te 


Because there’s no other 
station that takes such 
an interest in the news 


WSAZ-TELEVISION is the only tele- 
vision station in the market with “two- 
city” news coverage . . . maintaining 
a full-time news staff in both Charles- 
ton and Huntington. 


$ And this is a news staff: nine re- 
porters and writers who deliver their 
own news on the air; eight photog- 
raphers who get every important story 
on film as it happens; 27 area cor- 
respondents who furnish on-the-spot 
reports from every corner of the region. 


> Match this top-flight personnel 
with the very latest technical facilities, 
add two wire services, combine into 
daily news programs originating si- 
multaneously in Charleston-Hunting- 
ton studios . . . and you get an idea of 
why WSAZ-TELEVISION’s regional 
news is another unparalleled PLUS in 
this station’s tremendous arsenal of 
audience appeal. 


% News dominance, coverage dom- 
inance, ratings dominance ... all go 
together to make WSAZ-TELEVISION 
the easiest media choice you'll ever 
make, in any market. Don’t you wish 
all your decisions were this easy? 


WSAZ TELEVISION 


CHANNEL SJ CHARLESTON - HUNTINGTON 
DIVISION: THE GOODWILL STATIONS. ING. 


C. Tom Garten, Vice President and General M 
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Spot 


BIRD & SON, INC. 
(Reach, McClinton & Humphrey, 
Inc., Boston) 


For its floor coverings, this manufacturer 
reportedly has lined up schedules in a 
small group of markets to start early this 
month and run about four or five weeks. 
Filmed minutes are used. Media buyer 
Marianne L. Meoli is the contact. 


BRISTOL-MYERS CO. 

(Ogilvy, Benson & Mather, Inc., 
ee 

At issue date, roughly a dozen markets get 
light additions of minutes for BAN to 
run until early December. Media 


supervisor Pete Berla and timebuyer 
John McLaughlin are the contacts. 


BROKERAGE FIRM 
(Doremus & Co., N. Y.) 


One of many financial operations handled 
by this agency has been considering 
television for some time, with matters 
having progressed to the point where 
several top markets have been queried 
about five-minute availabilities for a 
weekly “background of investing” program. 
Reportedly nothing is definite, but 
interest on the part of the advertiser is 
building. Marketing-research director 
Neal Tonks is the contact. 


CARNATION CO. 
(EWRE&R, Los Angeles) 
Fall schedules for FRISKIES dog food 


reportedly get under way about the middle 
of October in a fair-sized group of 


| seattered national markets, with minutes 


and 20’s running until early December. 
Pat Hipwell is the contact. 


CLUETT, PEABODY & CO., 
INC, 


(Lennen & Newell, Inc., N. Y.) 


Having utilized spot in previous years to 
supplement network schedules during the 
pre-Christmas period, ARROW shirts 
returns at the middle of the month for an 
eight-week campaign in some 25 major 
markets, Frequencies will be moderate, 


with filmed minutes in prime and non- 
prime nighttime slots used. Marion Jones 
is the timebuyer. 


COLGATE-PALMOLIVE CO. 
(Lennen & Newell, Inc., N. Y.) 


Joining the annual influx of cold remedies, 
C-P’s DRIACOL tablets start new 
placements of minutes at press time in 

a fair-sized group of major markets. The 
schedules run for the firm’s “contract 
year.” Jim Alexander is the timebuyer. 


COLGATE-PALMOLIVE CO. 


(Norman, Craig & Kummel, Inc., 
N. Y.) 

At issue date, CASHMERE BOUQUET 
soap kicks off new schedules of nighttime 
minutes in approximately 40 markets, 
with the placements to run through the 
month, Al Silverman is the timebuyer. 


COTY, INC. 
(D-F-S, New York) 


As noted here in late July, this advertiser 
planned a return to spot this fall, with 
latest reports indicating new month-long 
schedules get under way in a small 
number of major areas about issue date. 
Additional action should be forthcoming as 
the Christmas holidays near, Lynn 
Salzberg and Ed Sulky are the buying 
contacts. 


FOOD MANUFACTURERS, INC. 
(Ted Bates & Co., Inc., N. Y.) 


At press time, new schedules of filmed 
minutes in day and late-night periods 
were being lined up for UNCLE BEN’S 
rice in scattered top markets across the 
country, with the placements running 
through the contract year. Jim LaMarca is 
the timebuyer. 


E. & J. GALLO WINERY 
(BBDO, New York) 


As noted here last May 29, summertime 
activity for this winery was limited to 

New York, with the advent of autumn 
expected to see new schedules in some of 
the other eastern markets in the five-state 
area handled by the agency. This month, 
new nine-week placements of 20’s and 

ID’s get under way in selected areas. 
Marv Shapiro is the timebuyer. 




















Represented by The Katz Agency 
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KIFI-TV. 


Now the exclusive NBC outlet for 
Idaho Falls — Pocatello 


Full Power — 316,000 watts on 
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The Meeker Co. 
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Profile 


Mi: and more house agencies 
will be developed in the future, 
says Mike LaTerre, media director at 
Peerless Advertising, Inc., New York, 
recently organized agency for the 
Chock Full O° Nuts Coffee account. 

“Many companies will find they 
can afford house agencies,” said Mr. 
LaTerre, “and the advantages of a 
more efficient and effective schedule 
will save the agencies money.” 

“Each market is an individual case 
and each medium within that market 
is individual. For instance, it might 
take us as much as three or four 
days to buy the number of markets 
that in a regular agency would take 
one day, but the amount of research 
and study we do results in a more 
effective buy.” 

Mr. LaTerre called his agency 
“reach conscious,” though if there 
is any tendency to aim for one or 
another class group, it would be the 
“upper middle.” “At the same time,” 
he added, “we want the top programs 


MIKE LaTERRE 





with the best time period and per- 
sonalities for our product. Getting 
them isn’t as difficult as it might 
seem. Stations are always apprecia- 
tive of someone coming seriously 
into a market.” 

According to Mr. LaTerre, the 
agency has no intention of taking on 
any other accounts, because, as he 
puts it, “the second account always 
gets short shrift. As Chock Full O’ 


Nuts increases its budget, the money 


will be spent in purchasing other 
media, on research, or on ways of 
improving service to the one account. 
Or, if worst comes to worst, excess 
money can always be returned to the 
company as part of its profit.” 

Among the advantages of a house 
agency, Mr. LaTerre mentioned that 
the client would be able to see all 
presentations prepared for him, 
rather than a reduced number after 
screening by the media department. 
Also, he said, a house agency that 
dealt with freelance writers for 
broadcast copy, rather than setting 
up its own copy department, could 
save the company as much as $100,- 
000 a year. Foremost in Peerless’ 
philosophy, however, said Mr. La- 
Terre, is something that occasionally 
tends to get lost in a multi-account 
agency—that the aim of the agency 
is to sell coffee. 

Mr. LaTerre, previously with J. 
Walter Thompson and Ogilvy, Ben- 
son & Mather before coming to Peer- 
less, lives with a fellow Vermonter 
in Manhattan. 





GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


During the last two weeks of this month, 
schedules of minutes, 20’s and ID’s get 
under way in both adult-time periods and 
in kid shows for Post’s OAT FLAKES. 

A large number of top national markets 
will be used for the overlapping 
placements that run about six weeks. 
Frank Dewey is the timebuyer. 


GENERAL FOODS CORP. 
(Foote, Cone & Belding, Inc., N. Y.) 


CALUMET baking powder opens its fall 
drive at issue date, with new placements of 
day and night minutes slotted in a large 
number of top markets across the 

country. The campaign runs 13 weeks. 
Roger Rockford is the contact. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 


The advent of cold and snow weather 
generally brings limited action from various 
syrup products, and LOG CABIN is no 
exception this year. Scattered markets, 
primarily northwestern ones as a rule, 

get minutes and 20's in daytime slottings 
in mid-November for a campaign running 
until pre-Christmas. Ann Jacknowitz 

is the timebuyer. 


GILLETTE LABORATORIES 
Div. Gillette Co. 

(North Adv., Inc., Chicago) 

At mid-month, THOREXIN cold remedies 


move into top national markets with a 
campaign running into early December. 
Filmed minutes in day and late-night 
slots will be used. Elaine Pappas is the 
timebuyer. Similar schedules are set 

for DURAMED cold products, with Betty 
Lavaty handling the buying. 


GUILD WINE CO. 
(Compton Adv., Inc., S. F.) 


A small number of selected markets was 
lined up by this winery to start new 
placements of filmed minutes and 20's 
late last month. The schedules run 

until early December. Media director 
Kay Shelton is the contact. 


GULTON INDUSTRIES 
(Compton Adv., Inc., N. Y.) 


As noted here June 26, the fall gift drive 
on LIFE LITE flashlights will involve 
both network and spot—with Jack Paar 
on NBC-TV taking care of the network 
end and spot placements in nine cities 
taking the rest of the consumer budget. 
Nighttime minutes will get under way 
late in November to run until Christmas. 
Mark Zizzamia is the timebuyer. 


HELENE CURTIS INDUSTRIES, 
INC. 


(McCann-Erickson, Inc., Chicago) 


Starting date for a new SPRAY NET 
campaign is Oct. 15, according to reports, 


with filmed minutes and 20’s in night 

and day slots to run about four weeks. A 
fair-sized number of selected national 
markets will be used. Ruth Leach is the 


buying contact. 


HEUBLEIN, INC. 


(Fletcher Richards, Calkins & 
Holden, Inc., N. Y.) 


From the maker of MAYPO and 
ANDERSEN’S soups—two long-time tv 
spot users—comes a new campaign on 

a familiar product, A-1 meat sauce. The 
sauce recently tested commercials advising 
use of the product in various recipes, 
reportedly with good results. About 10 
markets kick off placements of mostly 
daytime minutes at issue date, with the 
schedules running nine weeks. Liz 
Griffiths is the timebuyer. 


HOLSUM UNIFIED BAKERS 
PROGRAM 


(W. E. Long Adv. Agency, Chicago) 


Following its summertime activity in 
selected markets, this operation’s various 
baking firms begin expanded schedules 
early this month. Heavy frequencies of 
20-45 minutes, 20’s and ID’s run from 
eight to 13 weeks, depending on the 
area, with one or two stations 

used per market. Both major and 
secondary markets will be used in the 
national campaign. Russell Gilbertz 
and Russell Rynerson are the buying 
contacts, 
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Guard your family! 
Fight cancer with a 
checkup and a check 
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Send your contribution to “Cancer,” in care of your local post office ER CAN 
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ANDREW JERGENS CO. 
(Cunningham & Walsh, Inc., N. Y.) 


Early next month, a large number of 
additional markets get placements of 
filmed minutes and 20's in day and 


prime-night slots for JERGENS LOTION. 


The campaign carries through November. 
Senior media buyer Eleanor Accles is 
the contact. 


KRAFT FOODS 

(Needham, Louis & Brorby, Inc., 
Chicago) 

The first of next week sees an eight-week 
flight get under way in 10 to 15 major 
markets for KRAFT MIRACLE 


margarine. Daytime minutes will aim 


for the housewives, naturally. Phil Morrow 


is the timebuyer. 





New Stations 

weca-tv Columbia, S. C., began 
broadcasting Oct. 1 as a primary 
affiliate of the ABC television net- 
work and a uhf station (channel 
25). 

wepa-tv Erie, Pa., will begin op- 
erations on Dec. 1 of this year as a 
primary affiliate of the NBC net- 
work. Antenna height above average 
terrain: 562 ft., ERP 196 kw video, 
88 kw audio, Base hour: $250. 

wiky Louisville, Ky., began tele- 
casting Sept. 16 as an ABC primary 
affiliate. Antenna height: 232 ft. 
above average terrain, ERP 251 kw 
video, 126 kw audio. Base hour: 
$100. General manager: Richard 
Snively. 


New Representative 
KONA Honolulu has named the 
George P. Hollingbery Co. as its 
national sales representative, effec- 
tive immediately. 


Station Changes 

KBMT-TV Beaumont, Tex., went off 
the air Sept. 9 because of damage 
caused by hurricane Carla. The sta- 
tion will return to operation as soon 
as possible. 

Kpos-Tv Poplar Bluff, Mo., began 
operating Sept. 5 as a satellite of 
wsiL-tv Harrisburg, Ill., with simul- 
taneous telecasting of ABC network 
programs. 

KTAG-TV Lake Charles, La., is de- 
leted from the CBS Extended Mar- 
ket Plan group and has terminated 
afliation with the CBS _ network, 
effective immediately. 

KTAL-TV Texarkana, Tex., moved 
to Vivian, La., Sept. 3 and began 
operations as an NBC affiliate for 
Shreveport-Texarkana. It is broad- 
casting from a new 1,553-foot an- 
tenna tower with its top 1,848 feet 
above sea level. 

Kvoa-TV Tucson, Ariz., started test- 
ing late last month from its new 
transmitter installation 8,650 feet 
above sea level, 3,650 feet above 
average terrain. It hopes to start 
broadcasting early this month with a 


Buyers’ Check List 


telecasting from its new 1,166-foot 
tower early last month. 


Rate Increases 
ABC: 

KNDO-Ttv Yakima, Wash., from 
$275 to $325, effective Sept. 1 

KOLO-TvV Reno. Nev. (secondary 
affiliate), from $200 to $250, effec- 
tive Sept. 1. 

KREX-TV Grand Junction, Colo. 
(secondary afhliate), from $120 to 
$140, effective Sept. 15. 

KXLF-TV Butte, Mont. (secondary 
afhliate) , from $200 to $225, effective 
Sept. 1. 

Kztv Corpus Christi, Tex., from 
$350 to $375, effective Sept. 15. 

WHIO-TV Dayton (non-affiliate), 
from $1,150 to $1,225, effective Sept. 
1, 

WHIs-Tv Bluefield, W. Va. (non- 
affiliate), from $250 to $300, effec- 
tive Oct. 1 

WJHL-TvV Johnson City, Tenn., 
from $375 to $425, effective Sept. 1. 

wtvp Durham, N. C. (non-affili- 
ate), from $800 to $850, effective 
Sept. 15. 

Skyline Network (Kres-tv Great 
Falls, Mont., K1p-tv Idaho Falls, 
Idaho, KLIx-tv Twin Falls, Idaho, 
KOOK-TV Billings, Mont., KXLF-TV 
Butte, Mont.) from $807.50 to 
$828.75, combined rate. 

CBS: 

Kip-Tv Idaho Falls, Idaho, from 
$200 to $225, effective Sept. 15. 

KOLN-TV Lincoln, Neb., from $500 
to $600, effective Sept. 15. 

KosA-Tv Odessa, Tex., from $325 
to $375, effective Sept. 15. 

KREX-TvV Grand Junction, Colo., 
from $120 to $140, effective Sept. 15. 

Kztv Corpus Christi, Tex., from 
$350 to $375, effective Sept. 15. 

wtvp Durham, N. C., from $800 
to $850, effective Sept. 15. 

NBC: 

KARK-TV Little Rock, Ark., from 
$500 to $575, effective March 1. 

wpAmM-Tv Hattiesburg-Laurel, Miss., 
from $150 to $200, effective March 
1. 
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The more people who see your prod- | 
uct, the more prospects for sales. And | 
in the Johnstown-Altoona market, more 
people watch WJAC-TV than any other 
station. Both ARB and Nielsen back 
up this statistical fact. But more im- 
portantly, WJAC-TV turns these sta- 
tistics into sales, a fact backed up by | 
a host of happy advertisers from A (for 
automatic washers) to Z (for zoup). 
If you want people—purchasing people 


-pick WJAC-TV. 


For Complete Details, Contact: | 
HARRINGTON, RIGHTER 
AND PARSONS, INC. | 








New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 
= ee ae _ 


KVP 






SERVING MILLIONS FROM My 


ATOP THE ALLEGHENIES 5 


JOHNSTOWN - CHANNEL 6 
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Four of the 250 representatives of agencies, advertisers and press hosted by 
KABC-TV Los Angeles at the Del Mar Races recently were (l. to r.) Grant 
Keefer of Robin, Lee & Arnold; Gordon Gunn and Hal Ballman of BBDO, 
and Martin Schwager of Kenyon & Eckhardt. Taken by special train to the 


track, the horse-lovers were reminded of the ABC-owned-and-operated station’ s 


fall promotional theme, “Take the A Train.” (No connection between the 


ponies and such successful ABC-TV programs as Cheyenne and Maverick was 


intended.) 





LEVER BROS. CO. 

(Ogilvy, Benson & Mather, Inc., 

N. Y.) 

First reported here in October of last year, 
VIM detergent tablets appears to be 
expanding slightly from the handful of 
test markets originally used to about 15 
areas currently, New placements of 
minutes in day and night periods are set 
to kick off at issue date and run 52 weeks. 
Art Topol is the buying contact. 


LEVER BROS. CO. 
(SSC&B, New York) 


Additional activity on SILVER DUST 
BLUE was noted as beginning about 
issue date in a fairly good-sized number 
of major markets, Filmed minutes in day 
and night slots run for five weeks. 

Bob Carmody is the timebuyer. New 
scheduling on BREEZE was also reported, 
with minutes slated to get under way 
late this month for a similar-length 
campaign. Chuck Woodruff is the 
timebuyer. 


MILES LABORATORIES, INC. 
(Wade Adv., Inc., Chicago) 

At the first of this month, the maker of 
Alka-Seltzer begins new schedules of 
filmed minutes in about a dozen scattered 
markets for NERVINE relaxing tablets. 
The campaign runs through the end of 

the year. Andy Anderson is the buying 
contact. 


MOBIL OIL CO. 
(Ted Bates & Co., Inc., N. Y.) 


Along with a highly-publicized network 





and newspaper campaign for its new 
MOBILOIL account, the Bates agency 
moved late last month into a number of 
scattered markets with spot schedules. 
Filmed minutes in primarily nighttime and 
week-end day slots will run until 
year-end, filling in areas not strongly 
covered by CBS-TV and ABC-TV 
programs employed. Dick Waller and 
Erwin Fleischer are the contacts. 


When you buy 


KCTV, SAN ANGELO 


is San Angelo 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 


© F car, san anctio A 
J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 

















cago television sales staff of the 


James C. Rogers joined the Chi- 
; Katz Agency, Inc. He had been 





y MR. ROGERS 

it manager of the Chicago office of 

). Paul H. Raymer Co. and, previously, 
a timebuyer at Erwin Wasey & Co., 

e Ltd. 

’s Arthur O’Connor was appointed 

. to the television sales staff of Avery- 


Knodel, Inc., replacing Philip 
LS Waterman, who was named to the 
post of sales manager of KTUL-TV 
Tulsa. Mr. O’Connor was previously 
vice president and sales manager 
at Devney-O’Connell. 

Merrill Pietila, formerly asso- 
ciated with Adam Young Co., has 
been appointed general manager of 
f the San Francisco office of Cali- 
fornia Spot Sales, Ltd. He was pre- 
viously an account executive with 
KEX Portland, KsAY and Kya San 
Francisco. 

Robert L. Dudley, director of 
station relations and sales devel- 
opment for the Meeker Co., Inc., 
was named a vice president of the 
firm. He has been with the repre- 
sentative four years, previously 
having served as sales promotion 
manager for an airline. 


id 





James A. McManus was named 
vice president in charge of tele- 





Rep Report 


vision sales for Advertising Time 
Sales, Inc. Monroe H. Long, Jr. 
is secretary-treasurer, and W. B. 
Taylor Eldon vice president in 
charge of radio sales for the re- 
cently organized firm. 

Duane Harm, formerly assistant 
sales service manager for ABC-TV, 
Chicago, joined the Windy City 
office of Avery-Knodel, Inc., in an 
expansion move by the representa- 
tive. 

Leon P. Gorman was named ex- 
ecutive vice president of HJG Tele- 
vision, Inc., a new representative 
firm headed by James E. Greeley, 
president. The company, based in 
New York, has signed to handle 
weca-tv Columbia, S. C., wccs-tv 
Montgomery, Ala. and KTvw 
Seattle. Mr. Gorman was most re- 





MR. CORMAN 


cently general sales manager of 
wins Radio New York, having once 
been executive vice president and 
general manager of the Hildreth 
Network of Maine. Also named to 
the new firm was Harold E. Ander- 
son, formerly president of the 
Founders Corp. (a holding company 
with broadcasting properties) and 
general manager of wins. He has 
been appointed a vice president. 








NATIONAL SUGAR REFINING 
co. 
(Young & Rubicam, Inc., N. Y.) 


Returning again late last month with an 
eight-week fall schedule, JACK FROST 
sugar blankets a small group of markets 
with strong frequencies of ID’s. Ricki 
Sonnen is the timebuyer. 


NORWICH PHARMACAL CoO. 
(Benton & Bowles, Inc., N. Y.) 


Another month-long flight of minutes and 
20’s for PEPTO-BISMOL starts at the 
end of this month in a great many 

major markets across the country. Bill 
Brett is the timebuyer. 










NOXZEMA CHEMICAL CO. 
(DCS&S, New York) 

A fair number of top markets got new 
schedules for NOXZEMA Instant shave 
cream at the end of last month, with 
eight weeks of filmed minutes in 
primarily nighttime slottings set to run. 
Don Miller is the timebuyer. 


CHAS. PFIZER & CO., INC. 
(Leo Burnett Co., Inc., Chicago) 


Kicking off at issue date, new schedules 

of minutes in and around farm-news 

and news/weather programs get under way 
for a six-week push on this firm’s 

feed and agriculture products. Ed 
Fitzmaurice is the contact. 
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IN CONSUMER SPENDABLE 
INCOME PER HOUSEHOLD" IS 


LIMA, OHIO 


| *Standard Rate and Data Service, Inc. 


| 


| 
| 


(Continued on page 59) | 


WIMATV 


LIMA, OHIO 
NBC-ABC 
represented nationally by McGAVREN TV, INC. 


Elizabeth Beckjorden, 
Station Network Representative 


at W GY... 


being listened to 
rather than just 
being heard is the 
difference between 
selling and not 
selling. People 
listen to WGY 
because they like 
WGY PERSONALITY 
PROGRAMMING. 
That’s why WGY 
will sell for you 
in Northern New 
York and Western 
New England. 982-20 


REPRESENTED NATIONALLY BY 
HENRY I. CHRISTAL COMPANY 


WGY 810 KC, 


50 KW 


A GENERAL ELECTRIC STATION 
ALBANY + SCHENECTADY + TROY 
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CLEVELAND 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


1. San Francisco Beat* (CBS) wEws 

The. 10:30 ...cccccccccccccsccereccees -19 
1. Man Without a Gun* (NTA) WEws 

Thu. 10:30 2... ccc cccreccecensrreeeeeres 19 
2. Medic* (NBC) wsw-tv Fri. 9°30 18 
2. Dick Powell Theatre (Official) wsw-TV 

Wri. 20:80 wc ccccs coccsrccccccccccces 18 
3. Play of the Month* (NTA) wisw-TV 

Deh. B2BO ccccdeccccccccceccosesecesenes 17 
4. Blue Angels (NBC) wsw-Tv Sat. 10:30 ....16 
5. Follow That Man* (MCA) wsw-Tv Sat. 4:30 .13 
6. Divorce Court* (KTTV) wsw-tTv Thu. 7:30 .12 
6. Mike Himmer (MCA) wews Sun. 10:30 ....12 
7. Sea Hunt* (Ziy-UA) wsw-tv Tue. 7:30 ....11 
7. Bold Venture (Ziv-UA) wews Tue. 10:30 ..11 
8. Yogi Bear (Screen Gems) Kyw-Tv Thu. 7 ..10 
8. The Third Man (NTA) wews Fri. 10:30 ...10 
8. Tallahassee 7000 (Screen Gems) KYW-TV 

Gem. BOBO cccccccccccesecescecescecccs 10 
9. Death Valley Days (U.S. Borax) KYW-TV 

ML, OS Seadecceddensinceceneanessoes » 9 


TOP FEATURE FILMS 





1, Nite Movie wsw-tv Fri. 11:15-1:15 a.m. ...13 
2. Nite Movie* waw-tTv Wed. 11:15-12:45 a.m. .12 
3. Nite Movie wsw-Tv Thu. 11:15-1 a.m. ...... 11 
4. Nite Movie wsw-Tv Mon. 11:15-1 a.m. ...... 10 
4. Big Show* wsw-Tv Tue. 6-7 .......--+e5+. 10 
4. Late Show Kyrw-Tv Sat. 11: lp eeccce 10 
4. Movie of the Week Kyw-Tv Sun. 1-3 ...... 10 
4. Theatre* wyw-Tv Sun. 6-7:30 .....-eeeees 10 
TOP NETWORK SHOWS 
1. Gunsmoke WIW-TV ....-cceceeceecceceess 36 
2. Peter Gunn WEWS ........++ eccccccccces 32 
3. Naked City WEWS ....cccccrscccccccescce 31 
3. The Untouchables* WEWS .........eseee05% 31 
3. 77 Suncet Strip WEWS ........2-ceeececes 31 
4. Bip Hhwee Gems WEWS ..ncccccccccccccces 30 
5. Adventures in Paradise WEWS ..........++- 29 
5. Lawrence Welk WEWS ........-.eeeeeeeees 29 
6. Candid Camera WIW-TV ........0ceeeeeeee 26 
6. What's Bip Tdme WIW-EU n.ncccccccccccces 26 
LOS ANGELES 
7-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Lock Up* (Ziv-UA) KNXT Sat. 7 .........-. i5 
2. Death Valley Days (U.S. Borax) Krca Wed. 7.11 


3. Kingdom of the Sea* (Medallion TV) 

Mms-TU Gem. 9250 .nccccccecccccscccccves 10 
4. Manhunt (Screen Gems) KRCA Mon. 7 ...... 9 
5. Quick Draw McGraw (Screen Gems) 

MEET Te. FT cccccecvccccccccscccscccce 8 
5. Sea Hunt (Ziv-UA) KNXT Tue. 7 .......... 8 
6. Huckleberry Hound (Screen Gems) 

SEY Fae. FU cicwesceccsoccevcccccvcscees 7 
6. Assignment Underwater (NTA) KNXT 

Db ©. Seno ducotaessouweet eves escccee 8 
6. Kingdom of the Sea* (Medallion TV) 

SY FD ccbecccccscscvcesscscoves 7 

TOP FEATURE FILMS 
1. Theatre 9 KHIJ-TV Sun. 7:30-10 .......... 17 
2. Fabulous 52 KNxT Sat. 10:30 ra a.m 16 
3. Early Show* KNXT Sat. 5:45-7 .........00- 8 
4. Sneak Preview* KHIJ-TV Wed. 7:30-9 ...... 6 
5. Men And Guns* KHJ-TV Fri. 7:30-9 ...... 5 
5. Million Dollar Movie* KHJ-TV Tue. 9-11 5 
5. Million Dollar Movie* KHJ-TV Fri. 9-11 .... 5 
5. Late Show KNXT Fri. 11:15-12:45 a.m. 5 
TOP NETWORK SHOWS 
Se ED EE kathecaceencedseneeesess 3 
2. The Real McCoys KABO-TV .............0. 26 
ee CO oc ccenccccccesceces 25 
ee CD o nv ctessacucesaséane 25 
3. The Untouchables KARO-TV ................ 25 
4. My Three Soms KABO-TV .........ccccccs 24 
i ED Win on veweundenwaeeon ax 24 
5. The Flintstones KARO-TV .............cceee 23 
OTe Gy MRO TIED once ccsccwoesowcecé 23 
Sh TE ED. 0 4 we dn waemediedicwics 22 
ye GD: TEP ap ewccnccccccsccccos 22 


“Indicates programming changes during four-week 


period. 


ARB City-by-City Ratings July, 


DETROIT 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 








1. The Third Man* (NTA) wisBK-tTv Fri. 8 ..23 
2. Star Performance* (Official) wsBK-TV 

Wah, OBO  ccccescccvccccccsscoevccecsee 22 
3. Divorce Court* (KTTV) wsex-tTv Tue. 7 20 
4. Seca Hunt (Ziv-UA) wseK-tTv Sat. 10:30 17 
5. Blue Angels* (NBC) wspK-tv Thu. 8 ....15 
5. Best of the Post* (ITC) wsexK-tv Fri. 10:30 .15 
6. Mr. Ed (Filmways-MCA) wxyz-tv Mon. 7 4 
6. Buckleberry Hound (Screen Gems) 

CELW-TV Thu. Fo ...ccccccccccccccccses 14 
7. Mike Hammer (MCA) wxyz-tTv Tue. 10:30 .12 
7. Jim Backus Show (NBC) wws-tTv Thu. 10:30 .12 
8. M Squed* (MCA) wws-tv Mon. 10:30 11 
8. Felix the Cat (Trans-Lux) WJBK-TV 

Bum. 10:30 a.m. .ncccccccccccccsccsccces 11 
9. Quick Draw McGraw (Screen Gems) 

OKLW-TV Mon. 6:30 .....ceeeeeeeces +10 
9. Highway Patrol (Ziv-UA) wsBK-Tv Sat. 6: 30 -10 
10. Girl Decoy (Official) wxyz-tv Wed. 11 9 
10. Cannonball (ITC) ckuw-tv Fri. 6:30 ...... 9 
10. Death Valley Days (U.S. Borax) WJBK-TV 

WE. B nn ccicnccencencadsenndbesanceneosse 9 

TOP FEATURE FILMS 
1. Showcase* wJBK-TV Sat. 1-4 .....-2eeee0042 4 
2. Showcase* WJBK-TV Sun. ‘ane evccecves 16 
3. Million $ Movie cKLW-Tv Sun. 3:30-5:30 8 
4. Million $ Movie ckLw-tTv Wed. 7:30-9 7 
5. Western Adventure* cKkiw-Tv Sat. 5-6 6 
5. Nightwatch Theatre wWJBK-TV 
Sat. 12:95-13:30 a.m 2... cc cccccccccces 6 
TOP NETWORK SHOWS 
1. Have Gun, Will Travel WJBK-TV ........-- 35 
2. Naked City WXYZ .....ccccccccscccccess 31 
2. Gunsmoke WIBK-TV ..... cece cece ee eeeeee 31 
3. Surfside 6 WXYZ-TV .....cccccccsccscees 28 
4. The Untouchables wWXY2-TV .....---+eeee 26 
5. Adventures in Paradise WXYZ-TV ......++++++ 25 
5. My Three Sons WXYZ-TV .....--eeeeceeeees 25 
6. Hawaiian Eye WXYZ-TV ......ceececececees 24 
6. Tom Ewell*® WIBK-TV ....-eeeeeceeecceeee 24 
6. Red Skelton® WIBK-TV ....-eee-ceseeeeee 24 
6. Twilight Zone* WIBK-TV .....----see0e5: 24 
ST. LOUIS 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Two Faces West (Screen Gems) KSD-TV 

Thu. 9:30 
2. Trackdown (CBS) KMOX-TV Sat. 9:30 ...... 17 
3. Sea Hunt (Ziv-UA) KTvr Fri. 10 .......... 15 
4. The Brothers Brannagan (CBS) KTVI 

Bim. BO cescccscccecscases evesee 13 
4. Death Valley Days (U.S. Borex) | KSD-TV 

Bat. SsBO .ncvcccccvccesecseocsecs 13 
5. The Third Man (NTA) KTv1 Wed. 10 ...... 11 
6. Highway Patrol (Ziv-UA) KTv1 Tue. 9:30 10 
6. Panic (NBC) KTv1 Thu. 10 ........... 10 
7. Popeye (King-UAA) KMOX-TV 

Get. BWREGD GM. sccccecccccccccessccscce 9 
8 Speedway* (Banner) KPLR-TV Sun. 4 ...... 8 
8. Jim Backus Show (NBC) KspD-Tv Sun. 9:30 8 
8. Case of the Dangerous Robin (Ziv-UA) 

MBVS Bam. 26 occrcccccccccccecececscvece 8 
9. Lock Up (Z'y-UA) Ksp-tTv Wed. 9:30 7 
9. Tales of the Texas Rangers* (Screen 

Goma) SPGR-EC Drea. S280 ..cccccccccces 7 
9. Sheena of the Jungle (ABC) kKTvI 

Bet. S280 GM. ccesc cuccccccscccccccces 7 
9. Pioneers (Crosby/Brown) Ksp-Tv Sat. 6 7 

TOP FEATURE FILMS 
1. Gold Award Theatr? Ksp-TV 

Ce, DORR SS BM cccisincnesedacerccces 13 
2. Best of CBS KmMox-Tv Sat. 10:15-12:15 a.m. .12 
3. Late Show KMOxX-Tv Fri. 10:30-1:15 a.m. 11 
4. Late Show* KMOX-Tv Sun. 10:30-1 a.m. 9 
5. Hollywood Showease KTVI 

SU. DEPP EEee OM. cccccccsencccsecces 8 

TOP NETWORK SHOWS 
1, What's My Line KMOX-TV ......00.---008- 37 
Be SE SOD cc oncuinccenevesadeeens 34 
3. Candid Camera KMOX-TV ............00000% 32 
See ED aivccccsccvesccevee 26 
G, Were Bete MUOMSY occ cccccccscoccccs 26 
eee. WS... cccneeuseuceaewad 24 
i EY ME LE. 0 Snnb-0 6:69 00.9004006 8a eed: 23 
i Tae We Ge INGE wencocikdsnectcscese 23 
7. I’ve Got a Secret KMOX-TV .........ccc00- 23 
©. Tw Vee TRUE occ ccscccccosccscec 21 
8. Have Gun, Will Travel KMOX-TV .......... 21 


~ 


to 


FRESNO 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Highway Patrol (Ziv-UA) KMs-tTvV Wed. 7 ..19 
- Quick Draw McGraw (Screen Gems) 

MOGB-SU Bem. 6 ccccccccccscceseccccses 18 
. San Francisco Beat* (CBS) KMJ-TV 

Zee. B FUE. OOO wccvesvccvecssccocccvcce 18 




















3. Yogi Bear (Screen Gems) KFRE-TV Tue. 6 ...16 
4. Tightrope (Screen Gems) KMJ-TV Thu. 8 ...15 
5. Silent Service (NBC) KMJ-TV Mon. 
Oe Wh. Se Wedcsaccccnccucansaunssonecos 14 
5. Huckleberry Hound (Screen Gems) 
MORO WEE. 6 acccnccdevccccdcoscvesces 14 
6. Best of the Post (ITC) KrrE-tTv Tue. 7 ....13 
6. Jeff’s Collie (ITC) Krre-Tv Thu. 6 ....... 13 
6. Highway Patrol (Ziv-UA) KMJ-TV 
Se EN Keak ce aneshun GhRbsnaeecearees 13 
7. Shotgun Slade (MCA) KJEO Mon. 6:30 2 
7. Pioneers (Crosby/Brown) KMJ-TV Mon. 
7. Pony Express (NBC) KMJ-Tv Wed. 6:30 
7. Manhunt (Screen Gems) KMJ-TV Thu. 7 
7. Sea Hunt (Zivy-UA) KFRE-Tv Thu. 7 
7. Felix the Cat (Trans-Lux) KFRE-TV Fri. 
TOP FEATURE FILMS 
1. Sunday Cinema Special KMJ-TV Sun. 4-7 ..22 
2. Fabulous Films KMJ-tTv Fri. 6:30-9 ...... 18 
3. Saturday Matinee KyEO Sat. 1-4 ............ 12 
4. Movie* KJmO Sun. 12:30-4 .........-c00c- 9 
5. Late Movie KMJ-TV Sat. 10-12 Mein ecccee 8 
5. Sunday Matinee* Kyeo Sun. 12-2 .......... 8 
TOP NETWORK sHows 
1. The Real McCoys KJEO ... 
eee Ee GY ED bv wcenccccncweseveen 
ee MP sosncces ott nesaeveus ead 
3. Hawaiian Eye KJEO césabeee 
3. Have Gun, Will Travel KFReE-Ty 
4. Adventures in Paradise KIBO 
4. Wagon Train KMJ-TV ...... 
4. Nelson Family KJEO ..........cccccecceeR! 
4. Checkmate KPRE-TV ..........00ccccece ceed 
GS. TRAMer BMF SU noc ccc ccccccccccce 24 
5. The Untouchables KJEO .............cccee 24 
5. Perry Mason KFRE-TV ............... oscene 
SEATTLE-TACOMA 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Bold Journey (Banner) Komo-tTvy Thu. 7 23 
2. Death Valley Days (U.S. Borax) KING-TV 
MD htiitet abana wire titneAaaade> uae 17 
2. Huckleberry Hound (Screen Gems) 
ee Wh. © vsccccacnsansdencsvscoen 17 
3. Tightrope (Screen Gems) KING-TV 
ih De -stesvusndiasenanastesncaabe 16 
4. Yogi Bear (Screen Gems) KING-TV Mon. 6 ..13 
5. High Road (ABC) Komo-tv Thu. 6:30 ....12 
5. Sea Hunt (Ziv-UA) KinG-Ty Mon. 7 ...... 12 
6. Mr. Ed (Filmways-MCA) KoMO-TV Mon. 7 ..11 
6. Two Faces West (Screen Gems) kIRo-TV 
Sk Se vncdceccosvenassbagsevenatce 11 
6. Manhunt (Screen Gems) KING-TvV Tue. 7 ...11 
6. Championship Bowling (Schwimmer) Komo-Tv 
ie. ME stswecssauteesactasetiesusdouel 11 
7. Blue Angels (NBC) KING-TV Fri. 7 ......6- 10 
8. Mr. Magoo (Ty Personalities) KING-TV 
be WP wweneduase6ses 9 
9. Deputy Dawg (CBS) KING-Tv Tue. 6 ...... & 
9. Best of the Post (ITC) K1nG-Tv Fri. 8 ...... 8 
TOP FEATURE FILMS 
1. Major Studio Prevue Komo-Tv 
Sat. 11-1 a.m. oo a 
2. Showroom* KTNT-TvV Wed. 9:30-11 2. 6 
2. Playhouse* KTNT-TV Fri. 9:30-11 .........- 6 
2. Feature Film* xrnoc-tv Sun. 11:30-1 ...... 6 
2. Feature Film KInG-Tv Sun. 11:30-1 a.m. .. 6 


QaAaantrenawwwen 


. Ernie Ford/Great Ghost Tales KING-TV 


TOP NETWORK SHOWS 


The Real McCoys KomMo-TYV eoeeee 35 
My Three Sons KOMO-TV 
Lawrence Welk KOMO-TY 
Hawaiian Eye KOMO-TV 
Donna Reed KOMO-TV 

77 Sunset Strip Komo-TV 
Naked City KOMO-TV .... 
Candid Camera KIko-TVv 
The Roaring Twenties KOMO-TV ......++-+ 
Wagon Train KINuG-TV 
The Nelson Family KOMO-TV ....... cocccene 
The Untouchables KOMO-TV .....eeeeeeees 23 
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BOB ZSCHUNKE has been named 
assistant director and media de- 
partment administrative manager at 
Campbell 
where he will continue to handle 
media plans for all Pillsbury prod- 
ucts, 

Also at Campbell-Mithun, FRANK 
ROLFES was appointed supervisor of 


Mithun, Minneapolis, 


all time-buying for the agency. He 
will work with Art Lund, tv-radio 
director, on all network negotiation 
and time purchasing. 





ROLFES 


ZSCHUNKE 


JOHN L. GWENN, vice president 
and media director of Erwin Wasey, 








Personals 


Ruthrauff & Ryan, Chicago, was 
named media director for the 
agency’s central division. 

JOHN HEUGEL, with Young & 
Rubicam as a print buyer on the 
Lipton and Remington Rand ac- 
counts, was named a buyer on 
Procter & Gamble, handling tv 
placements for Spic And Span and 
others. He replaced JOHN GAL- 
BRAITH, who shifted to Y&R’s Los 
Angeles office as a senior buyer on 
the newly acquired Wesson-Snow- 
drift account. 

JACQUES VAN SLUYS MAES, pre- 
viously with BBDO, has _ joined 
Norman Craig & Kummel as a time- 
buyer. 

RONALD THOMPSON, formerly with 
Knox Reeves-Fitzgerald, New Or- 
leans, joined the Minneapolis office 
of Knox Reeves as a media buyer. 

MARCELEE SANDERS, formerly with 
Guild, Bascom & Bonfigli, San 
Francisco, as timebuyer, moved to 


BBDO, S. F., as timebuyer. 








Spot (Continued from page 57) 


PROCTER & GAMBLE 
(Benton & Bowles, Inc., N. Y.) 


At issue date, TIDE moves into a large 
number of major markets across the 
country with new placements of day and 
night minutes, Schedules run for the 
customary “contract year.” Bob Jones and 
John Pearson are the buying contacts. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N. Y.) 


Issue date marks the start of new year-long 
schedules for CRISCO in a wide group 

of major markets across the country. 
Filmed minutes in day and late-night 

slots are used. Joel Segall is the timebuyer. 


PROCTER & GAMBLE 
(Grey Adv., Inc., N. Y.) 


Next week and the following week sees 
new schedules of minutes in day and 
night slots get under way for DOWNY 
fabric softener in a fair-sized group 

of selected markets. The P&G placements 
run, as usual, for the “contract year.” 
Dot Houghey is the timebuyer. 


PROCTER & GAMBLE CO. 
(Young & Rubicam, Inc., N. Y.) 
As it generally does, come spring and 


fall, SPIC AND SPAN kicked off an 
autumn campaign in a goodly number of 


top markets late last month, with filmed 
minutes in day and night slots running 
10 weeks. John Huegel is the timebuyer. 





Petry Personified 


What is believed to be the 
first “personnel handbook” put 
out by a major representative 
firm has been issued by Edward 
Petry & Co., Inc., “founded 
early in 1932 as the original 
station representative.” De- 
signed for the edification of 
Petry employes, the booklet 
provides a brief and complete 
explanation of a rep’s functions, 
along with details on the com- 
pany’s bonus policy and pen- 
sion plans. 

“We are proud that the 
principles and policies upon 
which the Petry company was 
founded, and always main- 
tains,” says the handbook, 
“were largely instrumental in 
developing spot radio and tele- 
vision advertising into the re- 
spected and established adver- 
tising media which they are 
today.” 































































GET THE FACTS = 
FROM OUR 
PERSPIRING REPS 





cHannet § x } ROCKFORD 
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LANSING 

JACKSON 
BATTLE CREEK .. 
Bi i. 
A solid play in Michigan's Golden Triangle 
stakes you to a lively market—Lansing, 
Jackson and Battle Creek! WILX-TV cracks 
all three with a city-grade signal and scores 


| big in a lush outstate area. 
Represented by 


VENARD, RINTOUL & McCONNEL, INC. 
THE GOLDEN TRIANGLE STATION 


We 
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Account Activity 


Cunningham & Walsh has been 
named to handle Woolite and Lastic 
Life, products of the Boyle-Midway 
division of American Home Prod- 
ucts. The accounts have estimated 
billings of $1 million. 

Chesebrough-Pond’s will switch its 
Pertussin, Actin, Seaforth and Odo- 
Ro-No accounts to William Esty Co. 
Jan. 1, involving an estimated $1.7 
million in billings. The cough prepa- 
rations and men’s toiletries moved 
from Compton Adv. with about $1.2 
million, and the deodorant was 
dropped from Ellington & Co. at a 
loss of about $500,000 for the 
agency. 

Morton House Kitchens, Inc., has 
appointed Guild, Bascom & Bon- 
figli, Inc., San Francisco, effective 
Dec. 1. The canned food company 
was previously with Compton Adv., 
Chicago. 

Master Bronze Co., maker of 
Derusto and other paints and 
enamels, has moved from Stern 
Walters & Simmons, Chicago, to 
the Ruben Advertising Agency, 
Indianapolis. 

Cole Fischer Rogow, New York, 
has been named to handle B. T. 
Babbitt, Inc.’s Vita-Yums, a vitamin 
in candy form, as well as certain 
new but undisclosed products. 























1960 POPULATION* 
MIDLAND-ODESSA yh. 158,712 
ABILENE 120,377 
AMARILLO 149,493 
LUBBOCK é 156,271 
SAN ‘ANGELO 64,630 
WICHITA FALLS 129,638 















*SOURCE: “STANDARD, METROPOLITAN STATISTICAL AREAS" 
EXECUTIVE OFFICE OF THE PRESIDENT 
- BUREAU OF THE BUDGET 1961 


CALL: VENARD, RINTOUL, & McCONNELL, INC., NEW oom, 
CLARKE BROWN CO., DALLAS 
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STANDARD BRANDS, INC. 
(J. Walter Thompson Co., N. Y.) 


Next week sees the unveiling of a 
cold-weather drive for hot TENDERLEAF 
tea, with upwards of 35 markets getting 
schedules of minutes, 20’s and ID’s in 
moderate frequencies to run about five 
weeks. Martha Thoman is the timebuyer. 


TEXACO, INC. 
(Benton & Bowles, Inc., N. Y.) 


Moving in with its fall drive—built around 
a premium offer as were last year’s and 
1959’s pre-Christmas campaigns—in 
which it offers youngsters a toy tanker, 
TEXACO will use about four weeks of 
kid-show minutes from a mid-October 
start to back up network exposure on its 
news program, About a dozen major 
markets will get the spot placements. 
Previous years’ offerings were a gasoline 
truck and a miniature service station, 
with the number of premiums sold reported 
very high. Upcoming schedule is the 

first since B&B acquired the gasoline at 
the first of the month. Jack Mitchum 

and Tom McCabe are the timebuyers. 


TONI CO., INC., Div. Gillette Co. 
(Wade Adv., Inc., Chicago) 


Starting at the middle of the month in 
conjunction with Gillette schedules 

from other agencies, DEEP MAGIC 
moves into various national markets with 
an eight-week placement of filmed minutes. 
Len Materna is the timebuyer. 
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as these major advertisers do. Do business with CBS ANIMATIONS 485 Madison Avenue, New York 22, PL 1-2345. 
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Directory of agency commercial producers page 63 
Directory of supply and service companies page 87 
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speaking of success... 


This array of major advertisers tells CBS Animations’ story better than words. In business just a few months, today CBS 
Animations has completed or is producing commercials for these clients and others...the quickest success story in 
film commercial history! (It goes without saying that CBS Animations is turning out better work, faster than the com- 
petition. And at more efficient cost.) For the ultimate in service and creativity—live action, stop motion or animation—do 
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producers 
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(The following list includes all television commercial pro- 
ducers or other agency executives in the top 50 television 


television commercials. Titles are listed as indicated by the 
agencies on questionnaires supplied by TELEVISION AGE. 


markets who contract for, or supervise, the production of Abbreviations used are listed on page 86.) 





ALABAMA 
Birmingham 
EVELYN ALLEN PROD. 
3501 Meuntain Park Dr. 
Evelyn Allen, 0, mgr; Cecile Sundock, prodn coord 
KEEGAN ADV. 
80% Tithe Guarantee Bidg., zn 3 
Forbes MeKay  p. 
ROBERT LUCKIE & CO., INC. 
P.O; Bex 2254, zn 1 
Arden 1) Moser, md. tv-rad d; John Forney, exec vp 
PARKER & ASSOC., INC, 
201-028 Comer Bldg., an 3 
Wayne Varker, p; Maurice G. Wald, tv-rad d 
SP\RROW ADV. AGCY. 
Farles Blde.. zn 3 
4. O. Ward, art d. 





ARIZONA 
Phoenix 
GOLDBERG ADV. 
1017 N. Third st. 


CALIFORNIA 


Los Angeles 
ADVERTISING AGENCIES, INC 
12012 Ventura Blwel.. Studio City 

Bi Wolff, copy ehf tv-rad d 
ATHERTON-PRIVETT, INC. 

BibT Beverly Bivd.. zn 18 

Alfred A) Atherton exec vp, creative d 

BARNES CHASE CO. 

3150 Wilshire Bivd., zn 5 

Frank M. tiuwit, J, L. Buchanan, Phil Franklin, vps; 
Glenn Michel, ae; Burl Stiff, copy ehf. 

BATES & WEST 

1250 Wilshire Blvd., zn 17 

K. ©. Bates, p: Harvey West, pt 

BAUS & ROSS CO. 

2796 W. Fighth St., zm 5 

A. V. Sammelman, art 4. prodn mgr 

JERE BAYARD ADV., INC, 

1012 S. Rebertson Blvd. zn 35 

Jere Mayard vp; Charles Murray, « mgr; Lawrence 
E. Kraft, tv-rad d. 

MAX W BECKER ADV. SERVICE 

4439 Atlantic Ave., Long Beach, zn 7 











Don Kracke, art d: Norma Pearson, copy chf 
BECKMAN KORLITZ, INC. 

915 N. La Cienega Bivd., en 46 

Milten Beckman, principal; Jack Gstrode, tv-rad 4d; 
Sandy Dare, th. 

BERGHOFF ASSOC., INC. 

S1t N. ba Cienega Blvd., zn 48 

Jerry Berghoff, p, tal b; Marold Ross, exee vp; Rick 
Lazaar, tv-rad th: lloward Mller, art & prodn d 
CHARLES BOWES ADV., INC. 

1010 Ss. Flewer St... 2n 15 

Charlies A. Bowes, p; Robert E. Brandson, vp; Locke 
Turner, ae. 

FRANK BULL & CO. 

1239 Wiaehlaad Ave. zn 38 

Ken Jewett. md prodn mer. 

LEO BURNETT CO., INC, 

1680 N. Vine St.. zn 28 

George Bole mgr tv fim, tape; Chet Glassley, Wally 
Burr, Russ Mayberry; Emrich Nicholson, ty art d 

. BEAR & ASSOC, 

352 W. Third St.. 2m 57 

R. H. Buss, tv-rad d, 

CAMPBELL-EWALD CO. 

1717 N. Wighlandt Ave. 

Willard Hanes, eck Vrior, Bud Cole, Jack Varker, 
ty prods 

CAMPBELL-MITHUN, ENC, 

1213 Hollywood, Taft Blde.. zn 28 

Ernest P. Andrews. tv-rad prodn mgr; Jane Raker 
asst tv-rad prein mer 

MILTON CARLSON CO, 

3540 Wilshire Blvd. zn 5 

Milton V. Carlson, tv prod. 

CARSON-RCBERTS, INC. 

8322 Beverly Bivd.. zn 48 

Gil Lieberman, tv prodn mgr; Ed Smardan, tv d; Dick 
Perkins, tv art d; Jack Roberts, creative d 

COLE, FISHER & ROGOW 

9033 Wilshire Bivd., Beverly Hills 

Robert Witte. tv d. 

COMPTON ADV... INC, 

6505 Wilshire Blvd... zn 48 

William Brennan. Donald Rosenquest, Burnell Gross- 
man, Mickie Kies, Marjorie Bane, ty-rad prods 
CONSOLIDATED ADY. 

B762 Holloway St.. zn 16 

Ralph Weinstock, vp. copy ehf; Andrew Furr, art d 
CRAIG, REID, FOUTZ & LILLY, INC. 

















First Federal Blde., Hollywood & Highland, 

Hollywood, zn 28 

Ellis E. Craig, James A. Lilly, David Foutz 

DANCER-FITZGERALD-S AMPLE, ENC. 

1680 N. Vine St... Hollywood, zn 28 

William S Watkins. film pred 

DAVIS & BLACKWELI, INC, 

3607 W. Magnolia Bied., Burbank 

Walter Davis p. 

DAVIS-LHARRISON-SIMMONDS 

11032 Magnolia Blvd... Nerth Hollywood 

Jon L. Davis, p; M. L. Moffitt, Elxa Carrow, 8, 1! 

Lockhardt, Mardon L. Davis, vps: Ruth Tracy, Rill 

Wittrock, Meredith Kelly, N. V. Latosa, Bill Anson, 

aes 

DAVIS, JOUNSON, ANDERSON & 
COLOMBATTO, INC, 

2301 W. Third St., an 57 

lhn C Johnna «ch 

THE DENNIS CORP. 

1010 Wilshire Blvd., Suite 426, zn 17 

Robert Fo Dennis. ». tv md d 

DONATE & COE ADV., INC, 

3213 Wilshire Bleed. 2n 5 

Glenn ‘iressman, tv-rad d; Charles J. Helfrich, md. 

JOR POLCLAS ADV, 

TiO! Reverls Bled... an 36 

M <«~ Eline: Adeinen ereathe d 

POVLE DANE BERNEBACH, INC. 

639 Wilshire Bled. an 18 

Robert E. G_ps, red-ty prodn d 

EDWIN C. DENAS CO. ENC, 

8100 Sunset Bivd., zn 46 

Marilyn Land, ty-rad a 

EISAMAN, JOUNS & LAWS 

1680 N. Vine St.. Hollywood, xa 28 

Joe Eisaman. ser-treas; Philip Wolf, ty d 

NEIL M. ELLIOTT ADV., INC. 

955 5S. Wesiern, zn 6 

K. Wolfe, art d 

ERWIN WASEY, RUTHRAUFF & RYAN, INC. 

5015 Wilshire Bied.. zn 36 

Robert L. Redd, vp, tv-rad d; Bill Thomson, prods 

mer. 

WILLIAM ESTY CO., INC, 

6331 Hollywood Bivd.. zn 28 

Arnold Wester, vp chg; Gordon Ecker, John Claar. 

Rita Montgomery. tv ¢ prods. 

CARL FALKENHAINER ADV., INC. 
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435 S. La Cienega Bivd., <n 48 

Victor Mall, art d. 

FALLON, BRANGHAM & BREWER 

7805 Sunset Bivd., zn 46 

Walter V. Seferian, art d. 

FOOTE, CONE & BELDING 

900 Wilshire Bivd., zn 17 

Sherman J. McQueen, vp-bdest d. 

JIMMY FRITZ & ASSOC. 

1680 N. Vine St., Hollywood, zn 28 

Jane Langford, tv-rad @. 

GAYNOR & DUCAS, INC. 

291 S. La Cienega Blvd., Beverly Hills 

A. V. Cline, sr vp; Edward W. Poyser, vp creative. 

GERTH, BROWN, CLARK & ELKUS OF 
LOS ANGELES, INC. 

8421 Wilshire Blvd., Beverly Hills 

L. B. Moses, vp; Byron H. Brown, p. 

W. B. GEISSINGER & CO., INC, 

311 N. Flores St., zn 48 

CLIFFORD GILL AGCY. 

8701 Wilshire Blvd., Beverly Hills 

Clifford Gill, creative d. 

GLENN ADV., INC. 

6399 Wilshire Blvd., xn 48 

John Wiegman, Lee McFadden. 

GOODMAN ORGANIZATION 

8350 Santa Monica Blvd., zn 46 

Mort Goodman, p; Stanton Kramer, vp; David Hord- 

witz, tv-rad d; Claire Moses, md. 

GRANT ADV., INC. 

1680 N. Vine, Hollywood, zn 28 

Bob Dellinger, chg rad-tr. 

GUERIN, JOHNSTONE, GAGE, INC. 

1900 Beverly Bivd., zn 57 

Tea Baillie, tv-rad d. 

HEINTZ & CO., INC. 

824 Wilshire Blvd., zn 17 

Kenneth Higgins, tv-rad d. 

HENDERSON ASSOC. 

746 S. Central Ave., zm 21; 444 Granite Ave., 

Monrovia, Cal. 

Sybil Henderson, tv-rad d. 

HIXSON & JORGENSEN, INC. 

3540 Wilshire Bivd., m 5 

H. Dorr Walsh, vp, t-rad 4; Brian Harvey, vp, 

creative 2. 

HONIG-COOPER & HARRINGTON 

304 S. Kingsley Dr. 


Hildred Sanders, vp, tv-rad d; Jack Gatti, piod. 
HUNTER & WILLHITE ADV. 

721 N. La Brea, an 38 

Bill S. Hunter, p; Earl M. Willhite, yp; Cy Kelly, 
prodn mgr; Dave Manning, md, copy 4. 
HOWARD M. IRWIN & ASSOC. 

2806 W. Seventh St., zn 5 

Howarl M. Irwin, o. 

DON JENNER ADV. AGCY., INC 

400 S. Alvarado St. 

Don Jenner, p, m, copy chf. 

JETT ADV. 

6000 Sunset Blvd., Hollywood, zn 28 

John A, Ettlinger, p; Dalton Danon, ae; Tholen BP. 
Gladden, tv-rad d. 

JORDAN ADYV., INC. 

11681 San Vicente Blvd., zn 49 

Henry Jordan, p; William P. Lester, exee yp. 
BERNARD F. KAMINS ADV. 

190 N. Canon Drive, Beverly Hills 

Vera Servi, vp, tv d. 

LON KAUFMAN CO. 

1529 W. Olympic Blvd., mn 15 

Art Kevin, md, tv-rad d. 

EDWARD S. KELLOGG CO. 

685 S. Carondelet, zn 57 

Wally Seidler, tv-rad d. 

LANSDALE CO. 

471 S. Fairfax Ave., mm 36 

Phil Lansdale, a sup; Lonnie Hood, prodn mgr. 
C. J. LAROCHE & CO., INC. 

6269 Selma Ave., Hollywood, zn 28 
Arthur G. White, vp; Thor Holmes, tv-rad d; G 
Mackie Cornwall, copywriter. 

LATTA & CO. 

347 N. Central Ave., Glendale, zn 3 

Wm. R. Latta, p; Phil C. Jacks Jr., ae. 
LEVITT & BRANDT, INC. 

1258 N. Highland, zn 28 

Charles Levitt, p; John Town, m dept. 
NORMOND LINDER & ASSOC. 

1101 Crenshaw Blvd., zn 19 

Normond Linder, p; John R. Catalani, ty-rad d 
MAGNA ADV. 

1540 N. Highland Ave., an 28 

Jess Wasserman, agcy hd; Ruth Russell, ty b. 
MAYS & CO. 

412 W. Sixth St., zn 14 

Albert Musso, art d; Ray Clifford, prodn mer. 


MeCANN-ERICKSON 

3325 Wilshire Blvd., mn 5 

Peter Spier, mgr tvy-rad, ¢ prod (N.Y¥.); A. Dick 
Kuepper, mgr ty-rad, c prod (L.A.). 

MeCARTY CO. 

3576 Wilshire Blvd., zn 5 

Herb Brown, vp chg tv-rad; William H. Geisler, vp; 
William H. Atwell, ae; Wis Fisher, tb. 
MeNAUGHTON-LAUB, INC. 

5909 W. Third St., zn 36 

J. J. McNaughton, p; W. O. Laub, exec vp; T. BR. 
Colville, vp; Terese Watkins, md; Curt Dean, prodn 
mer; Henry Bartenstein, copy chf. 

MeNEILL & MeCLEERY 

1680 N. Vine, Hollywood, zn 28 

Ken McNeill Sr., p, art d. 

FRANK MORELAND ADV. 

3723 Wilshire Blvd., =n 5 

Mark Scott, tv-rad d. 

CHARLES A. MOTTL, INC. 

291 S. La Cienega Blvd., Beverly Hills 

Charles A. Mottl, p; Rudolph Perkal, vp. 

MULLE, BREEN & WALDIE, INC. 

405 N. Camden Dr., Beverly Hills 

Sanford L. Kahn, tv-rad d. 

NEALE ADV. ASSOC. 

8462 Sunset Cl-d., zn 46 

Hank Mayse, arc d. 

NEEDHAM, LOUIS & BRORBY 

9130 Sunset Blvd., Hollywood, zn 46 

Keneth C. T, Snyder, vp, tv-rad creative d, w coast 
mgr; Thomas D, Thomas, Donald D. Zabel, tv-rad 
prods; Willis J. Davis, tv-rad prod, art d 
PARKSON ADV. 

1626 N. Vine St., Hollywood, zn 28 

Irving Ross, c sup. 

STANLEY PFLAUM ASSOC. 

8693 Wilshire Bivd., Beverly Hills 

Stanley Pfaum, p; Gwen Wunder, tv md. 

REACH, McCLINTON & CO. 

6434 Wilshire Bivd., an 48 

Harry W. Witt, vp, mgr. 

ROBINSON, FENWICK & HAYNES, INC. 

1111 Wilshire Bivd., zn 17 

Lee Laufer, vp, tv-rad d. 
ROCKETT-LAURITZEN ADV. 

1636 S. Oxford St., zn 6 

Donald C. Lauritzen, p. 

M. B. SCOTT, INC. 














CREAJVITY 


Bringing the exact effect and flavor of the client’s and the 
agency’s creation intact to the television screen . . . that is 
CreaTVity. It is hard to define but easy to recognize in any 
good commercial. It requires the total effort of a crack produc- 
tion team, working with the most modern equipment. 


CreaTVity is the reason the finest agencies choose Audio Pro- 
ductions to serve their most valued clients, again and again. 


AUDIO 


PRODUCTIONS, INC. 


630 Ninth Ave., N. Y. 36, N. Y. ¢ PL 7-0760 
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8350 Wilshire Bivd., Beverly Hills 

Don Otis, vp, tv-rad d. 

J. B. SEBRELL ADV. 

300 S. Les Angeles St., =m 13 

Gilbert Martinez, art d; K. Pyle, copy chf. 

LEONARD SHANE AGENCY 

6061 Hollywood Blvd., Hollywood, zn 28 

Leonard Shane, p, tv-rad d. 

SHIPPEE & ASSOC. 

5455 Wilshire Blvd., zn 36 

Marlyne DuVernet. 

STANLEY ASSOC, 

1403 N. Fairfax Ave., zn 46 

Bob Morris, p, treas, tv-rad d. 

BARTON A. STEBBINS ADV. 

3142 Wilshire Blvd., zn 5 

Frank C. Williams, art d; Stan Elstad, copy chf. 

HAL STEBBINS, INC. 

714 W. Olympie Blvd., mn 15 

Kendall Mau, ae; Joyce Little, md; Winifred Gra- 

ham, off mer. 

STILLER & HUNT 

9033 Wilshire Blvd., Beverly Hills 

Willard Specht, art d. 

STODEL ADV. CO. 

16654 Calneva Dr., Encino 

Edward C. Stodel, p, tr-rad d. 

SULLIVAN, STAUFFER, COLWELL & 
BAYLES, INC. 

6253 Hollywood Blvd., Hollywood, zn 28 

John J. Van Nostrand, Robert W. Ballin, tv-rad ds 

SWAFFORD & CO. 

307 S. Robertson Blvd., Beverly Hills 

Eugene Cope, art d. 

TAGGART & YOUNG 

7466 Beverly Blvd., am 36 

Ray Lewis, tv-rad d. 

TILDS & CANTZ 

8833 Sunset Blvd., zn 46 

Alan M. Berger, ty d. 

TULLIS CO. 

6000 Sunset Blvd., zn 28 

Bernard Swartz, tv-rad d. 

WADE ADV., INC, 

1717 N. Highland Ave., zn 28 

Edgar Pierce, tv-rad d. 

WELSH-HOLLANDER 

1725 Beverly Blvd., zn 26 

Henry W. Welsh, A. M. Hollander, aes; Alta Dubkin. 

HARRY G. WILLIS & ASSOC., INC. 

404 E. Broadway, Glendale, zn 5 

Harry G. Willis, p, tv-rad d. 

LEN WOOLF CO. 

2252 W. Beverly Bivd., zn 57 

Michael F. Doane, ae. 

YOUNG & RUBICAM, INC. 

Hollywood Blvd. & Highland Ave. 

Hollywood, zn 28 

John Freese, vp. 


Sacramento 


CHAPIN-DAMM ADV. 

1412 S. St., zm 14 

Earl Warner, art d, prodn mgr. 

CUMMINGS-KNAPP & ASSOC, 

205 Financial Bidg., zn 14 

F. Clinton Jones, tv-rad d. 

GERTH, BROWN, CLARK & ELKUS OF 
SACRAMENTO, INC, 

1722 J. St. 

Fred Elkus Jr., p, creative d; Albert Hellenthal, vp. 

wd 


San Francisco 


BEAUMONT-HOHMANN & DURSTINE, INC. 
1714 Stockton St., zn 11 

Niel Heard, p; John Emmart, yp-exec; Fred Becker, 
Yp, sec-treas; H. D. Cayford, vp-admin; Ted White, 
Stu Williams, vps. 

BOLAND ASSOC. 

755 Sansome St., zn 11 

Paul Turley, art d. 

BOTSFORD, CONSTANTINE & GARDNER, INC. 
417 Market St. 

Edie Curtiss, tv-rad 4. 

CONLEY, BALTZER & STEWARD 

494 Jefferson St., zn 9 

William A. Steward, vp, art d. 

CUNNINGHAM & WALSH, INC. 

1660 Bush St., zn 9 

Fred Manly, vp, copy chf; Robert Matthes, mgr tv-rad; 
Patricia Olsen, asst prod & traff mgr. 

DOREMUS & CO., LTD. 

231 Sansome St. 

George Sutton, vp, creative d, ae, 

EVANS McCLURE & ASSOC. 

9 First St., an 5 





William Carpenter, art & creative 4d. 

FOOTE, CONE & BELDING 

235 Montgomery St., an 4 

Sherman J. McQueen, vp, bdest d. 

AD FRIED & ASSOC. 

477 15th St., Suite 106, Oakland, zn 12 

Ad Fried, p, tv-rad d; Randall Sadler, art d; Madge 

Brubaker, tb; Vicki Fried, mus d. 

JOHN M. GALLAGHER ADV. 

2525 Van Ness Ave., an 9 

John M. Gallagher, o, ty-rad d. 

GUILD, BASCOM & BONFIGLI, INC. 

130 Kearny St. 

Alex Anderson, vp chg bdest prodn; Dave Fulmer, ty 

creative d; Dan Lindquist, hd ty c prodn; Dolly Spru- 

ance, prodn asst; Curt Baldwin, hd ty optns. 

HOEFER, DIETERICH & BROWN, INC. 

414 Jackson Sq., zn 11 

James C. Nelson Jr., vp, ty-rad 4. 

HONIG-COOPER & HARRINGTON 

1275 Celumbus Ave., zn 11 

George Watson, d; Yvonne Hopkins, prodn mgr. 

HOPFER-CASTLEMAN ADV. ASSOC. 

3124 E. 14th St., Oakland, zn 1 

Paul R. Castleman, o. 

JEWELL ADV. 

1634 Telegraph Ave., zn 12 

Robert Shelton, art d, prodn mgr. 

JOHNSON & LEWIS ADV. 

433 California St., en 5 

Alan Alch, copy chf. 

KENNEDY-HANNAFORD, INC. 

1706 Broadway, Oakland, zn 12 

Pier 33, Emb dero, San Fr o, zm il 

Helen A. Kennedy, p; Peter D. Hannaford, yp. 

KNOLLIN ADV. 

391 Sutter St., zn 8 

Robert H. Knoilin, p; Sigurd Mortenson, creative d. 

RAYMOND I. LANG ADV., INC. 

116 New Montgomery St., am 5 

Rene C. Pinchuk, ty d. 

LENNEN & NEWELL, INC. 

248 Battery St., zn 11 

Alan Nelson, creative d. 

LONG ADV., INC. 

681 Market St., San Francisco 

19 N, Second, San Jose, zn 14 

Gertrude B. Murphy, sr vp, tv-rad d; Joanna Yates, 

tv-rad m asst. 

JAMES R. LUNKE & ASSOC. 

Tribune Tower, Oakland, zn 12 

James R. Lunke, 0, copy chf, ty-rad d. 

McCANN-ERICKSON, INC. 

114 Sansome Street, zn 4 

John Magnuson, tv-rad ¢; Alden A. Nye, ty-rad prod 

RICHARD N. MELTZER ADV., INC. 

165 Post St., zn 8 

Richard Lemen, vp & exec art d; Jack deCelle, copy 

JOHN O’ROURKE ADYV., INC. 

Flood Bldg., zn 2 

Alf Restad, creative d. 

NORMAN, NAVAN, MOORE, MARINEAU & 
BAIRD, INC. 

635 Merchants Exchange Bldg. 

Dale L. Gish, tv-rad d. 

PACIFIC ADV. STAFF 

3770 Piedmont Ave., Oakland, zn 11 

R. D. Reich. 

REINHARDT ADV., INC. 

1736 Franklin St., Oakland, zn 12 

Emil Reinhardt, p; Henry E. Freitas, ty-rad d. 

J. WALTER THOMPSON 

320 California St., zn 4 

Vreston Philhower, art d; Martha Conger, traff d; 

(|. Badger, md. 

WEINER & GOSSAGE, INC. 

149 California St., zn 11 

Robert B. Freeman, creative d. 

WENGER-MICHAEL, INC, 

580 Market St. 

Dianne Cameron, tv-rad. 

WYCKOFF & ASSOC. 

140 Geary St., zn 8 

Joyce Jansen, tv-rad d. 

THE WYMAN CO., INC, 

278 Post St., zn 8 

Donald V. Carleson, exec art d. 

YOUNG & RUBICAM, INC, 

120 Montgomery St., zn 4 





COLORADO 
Denver 


ARNOLD & CO. 

105 Filmore St., zn 6 

Samuel P. Arnold, p; John L. Robbins, g mer; Jody 
Shupe, prodn d tv-rad. 

BALL & DAVIDSON, INC. 

670 Delaware St., sn 4 
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THE BEST! 


RAY PATIN 


PRODUCTIONS 


3425 CAHUENGA BOULEVARD 
HOLLYWOOD 28, CALIFORNIA 
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BEECHAM PRODUCTS (K & E) BY SIGNATURE MUSIC, INC. 
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SCORED BY HANK SYLVERN 


FOR SIGNATURE MUSIC 








ZENEFICIAL FINANCE (AL PAUL LEFTON CO.) = BY PHIL DAVIS MUSICAL ENTERPRISES, INC. 
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PHIL DAVIS 
MUSICAL ENTERPRISES, INC. 








‘DUTCH MASTERS DART (EWR&R) 
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BY FORRELL, THOMAS & POLLACK ASSOC., INC. : 








DuTeH MAS-TERS DART, iTS So NEw AND So Smarr, THe Dart! 








FORRELL, THOMAS & POLACK 
ASSOC., INC. 








FORD TRUCKS POLKA (J. WALTER THOMPSON) BY JERRY JEROME PRODUCTIONS 
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JERRY JEROME 


PRODUCTIONS, INC. 
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James B. Forrest, exec vp; Bill Blaylock, ae; Ida 
Hangen. copy dept. 

GALEN E. BROYLES CO., INC. 

200 Clayten St.. zn 6 

Robert Geddy. ty prodn mgr. 

BYRUM ADV. 

939 Grant St., zn 3 

R. H. Byrum, o. 

HAROLD WALTER CLARK, INC. 

933 Sherman St.. zn 3 

Dunean J. Ross. tv-rad d 

CONNER ADV., INC, 

501-9 Zook Bide. 

431 W. Colfax Ave.. zn 4 

Cecil R. Conner. p, treas; Samuel G. Howard, vp 
FOX & CHENOWETH, INC, 

655 Broadway Blde., zn 3 

Revill J. Fox, p; William B. Chenoweth, vp 
CURT FREIBERGER & CO. 

1439 Court Pl., zn 2 

Curt Freiberger 

ED M. HUNTER & CO. 

Suite 430, American Natl Bank Bldg., 
i7th & Stout. zn 2 

Leonard E. Ekberg. p; Ed M. Hunter Jr. 
WILLIAM KOSTKA & ASSOC., INC. 
333 W. Colfax, zn 4 

Jack W. Mefford. adv vp 

BRADLEY LANE ADV. 

1061 Elati St.. azn 4 

Steve Demarest, ae tvy-rad prodn mgr 
FORREST G. MEYER 

1150 Delaware St., zm 4 

Forrest G. Meyer, o 

JEROME PHILIP ADV. 

1637 Marion St., zn 18 

Gray Fair, art d; Barbara Aiton, prodn mer. 
RIPPEY-HENDERSON-BUCKNUM & CO. 
909 Sherman 5St., zn 3 

H. Bond Badgley. prodn mer. 
MARSHALL ROBERTSON ADV. 

1550 Speer Blvd., zn -t 

Jack Helling, tv a 

MARK SCHREIBER ADV. 

1090 Fox St., zn 4 

Jack N. Wade, prod: Robert E. Hahn, ty d. 
HARRY E. SHUBART CO, 

716 Colorado Bidg., zn 2 

Fred Spigel. assoc 

WILLIAM SKILLINGS & ASSOC., INC, 

865 Lincoln 

Dale R. Gaurlic, prodn mgr, art d. 
WESTCOTT-FRYE & SILLS, INC, 

333 W. Colfax Ave. zm t 

M. T. Sills, ty d; G. H. Westcott, copy chf; Gil 
bert C. Frye, p. 


Pp, ae 








CONNECTICUT 


New Haven-Hartford 

CRONIN & CO. 

252 Asylum St., Hartford 

W. J. Cronin, p. 

GRACEMAN ADV., INC, 

83 Main St.. Hartford. zn 3 

Edward M. Graceman, p: John M. Boothroyd, vp, art d; 
John C. Ray, Edward W. Foster Jr., John D. Moreton, 
creative serv; Sheldon M. Stone, bdest control mgr. 
E. J. LUSH, INC, 

207 Orange St., New Haven 

Edw. J. Lush, p, ae 

POST, JOHNSON & LIVINGSTON, INC, 

57 Gillett St., Hartford, zn 5 

Jack Livingston, p; Selma Blake, prodn mer. 
RANDALL CO. 

75 Pearl St., Hartford, zn 3 

Rohert N. Berger, art ad; Joha F. Reynolds, tv-rad d 
ALBEE TRIEBER CO. 

742 Asylum Ave., Hartford, zn 5 

Allwe Trieber, tv-rad neon a 

WILLIAM SCHALLER CO., INC. 

1245 Farmington Ave., W. Hartford 

John A. Rodick, vp. 


DISTRICT OF COLUMBIA 
Washington 


COURTLAND D. FERGUSON, INC. 

31S Natl Press Bre. zn 4 

Courtland D. Ferguson, p; Gilbert Meekins, art d 
ROBERT M. GAMBLE JR. INC. 

1025 Cennecticut \ve.. N.W., zn 6 

Eleanor L. Lauer, creative d. 

KAL-EHRLICH & MERRICK 

21481 Wisconsin Ave. N.W., zn 7 

David P. Thomas, tv-rad d 

HENRY J. KAUFMAN & ASSOC. 

1419 H St., N.W., am 5 

Jeffrey A, Abel, tv-rad d; Eugene Hoover, art d; A. A. 





Ida 





Allenhack, werodtn mer 

LARRABEE ASSOC,, INC. 

1245 29th St., N.W., an 6 

Arthur 4. Lamb, exec vp & g mer; Lee Perri, vp, exec 
art d; Toni Pearson, mktg d. 

WM. D. MURDOCK ADV. 

B51 Warner Bhde.. zn 4 

Gertrude M Entenmann, tv-rad 4. 

EARL. C. NOYES ADV, 
Washington Bidg., en 5 

M. D Randall 

STAMLER, BROOKS & SOCTIICIAN, INC. 
2000 P st... N.W.. zn 6 

Murry Gelberg. creative d. 

M. BELMONT VER STANDIC, INC. 

L107 19th St.. N.W., an 6 

Helen Ver Standiz, vp. 


FLORIDA 
Miami 
ADVERTISING TRADE SERVICE, UNC 
350 Lincoln Rd. Miami Beach 
Bernard Tokar, art-prodn mgr, vp 
AGEY ADV... INC, 
1451 N. Bayshere Dr, 
John Vrice, vp, tv-rad & motion pics 
BEVIS ASSOC, ADV. 
1110 Ineraham Bide., zn 32 
FE. tt. Wollingsworth, pt 
BISCAYNE ADY., 
2138 Riseayne Blwd,. 


Betty Waddell, seer-treas, prodn mgr; Jim Ward, tw 
ral d. ae; Retty Engel. art d 
BISHOPRIC-CREEN-FIELDEN, INC, 

3361 5.W. Third Ave., zm 45 

Arthur Fielden, vp tv-rad; Jean M. Webster, tv 


rad d 

BURG ADV., INC. 

Congress Bldg., 111 N.E. Second Ave., zn 32 
Julian I. Burg. p. 

TALLY EMBRY, INC. 

150 S.E. Third Ave.. zn 32 

Tally Embry, p; Gifford Thayer, vp. creative d; 
Joseph Bennett. art d: Jack Reekholtz, tw-rad d; 
James M Woodman Jr, vp & mktg d. 
HOPKINS, PATWELL & ASSOC, 

2227 N. Federal Highway, Hollywood 
HUME, SMITH, MICKELBERRY 

126 S.E. Second St., zn 32 

G. W. Compton, tv-rad d. 
McCANN-MARSCHALK CO., INC, 

100 Biscayne Blvd. S.. zn 32 

James Rice, tv-rad prodn d. 

MILLCO, INC, 

924 Lincoln Rd., Miami Beach, zn 39 

Ezra Millstein, p; Graham Jackson, ae. 

PALMER TYLER & CO. 

Biscayne Plaza Bldz., 

Biscayne Blvd. & 79th St., zn 38 

Palmer Tyler p 
WAKES/SILVERSHEIN/WAKES, INC. 

561 N.E. 7%th St. zn 3B 

Mariene Randell, md; Ben Wakes, creative hd 


GEORGIA 
Atlanta 
BEARDEN-THOMPSON-FRANKEL, INC., & EAST- 
MAN, SCOTT 
22 Kiehth St.. N.E.. zn 9 
Lucille M. Freeman, vp. copy chf; John K. Kalser, vp, 
coord; Sol Beton, art d. 
CEORCE 1. CLARKE CO, 
1101 Peachtree s1., N.E., zn 9 
George 1. Clarke, p, o. 
EASTBURN & SIECEL 
1012 Northside Drive, N.W. 
Judy Hubbard, ty-rad fim prodn; Sara Martin, Adrianne 
Cohen, tv-radd. 
HARRIS & WEINSTEIN ASSOC, 
1016 Northside Dr.. N.W.. zn 18 
Abe Weinstein, p; Carolyn He Hartis. wp; Gene H 
Ledbetter, art d; John K. Hinde, prodn d. 
JACOBS, DILLARD 
1559 Peachtree St.. N.F., zn 9 
P. W. Smith. copy chf. b. tv-rad d. ae 
LILLER, NEAL, BATTLE & LINDSEY, INC. 
1371 Peachtree St., N.E., zn 9 
Sam W. Longino, vp, prodn; Baron G. Roberts, rp, art 
LOWE & STEVENS 
685 W. Peachtree St. N.E., zn 8 
Robert C. Lowe Jr., John H. Stevens, pts; Donald 
S. McKelvey, copy chf. 
MeCANN-MARSCHALK, INC. 
634-795 Peachtree St., N.E.. zn 8 
Jonas Goki, creative d; Andrew 8. Jenkins, copy chf 
ROBERT §. MARTIN & CO. 
14101 Peachtree St.. N.E.. zn 9 
Charles H. Kupfer, prodn mgr; Frances C. Martin, md 
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GENCRAL ELECTRIC (“PROGRESS THEME”) (BBDO) COMPOSED & SCORED BY EDDY MANSON 








EDDY MANSON 
PRODUCTIONS, INC. 








GILLETTZ FOAMY (MAXON) BY SCOTT-TEXTOR PRODUCTIONS, INC. 
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SCOTT-TEXTOR 
PRODUCTIONS, INC. 








HALO (D'ARCY) BY JOHN GART—R.7.S. PRODUCTIONS, INC. 


a 

coe ‘= = aaa = {= + { 
— 

Yo) Gaal ALWAYS TELA HALO Git BY THe SaT-in-Y SHE OF HER HAR 














BY JOHN GART—R.T.S. 
PRODUCTIONS, INC. 








HAMM’S BZER (CAMPBELL-MITHUN) BY CHUCK GOLDSTEIN PRODUCTIONS, INC. 
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CHUCK GOLDSTEIN 
PRODUCTIONS, INC. 
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ILLINOIS 


Champaign 

GRUBB ADVERTISING, INC. 

111 N. Market St. 

Robert E. Smith, ty-rad 4d; Dale R. Arvidson, vp 
bdest activities. 


Chicago 

JOSEPH P. ABRAHAM & ASSOC. 

108 W. Lake St., zn 1 

Joseph P. Abraham, o, copy chf; Ernest Duerksen, 
prodn mgr, art d. 





Boa We accaan: 


rN 
LMFAIR A GAGNE LE 
PREMIER ET LE TROISIEME 
PRIX AU FESTIVAL DE FILMS 
DE CANNES POUR SES RECLAMES 
EN DESSINS ANIMES DE e 
BARDAHL ET BANKAMERICARD 
“AH! TU ME RACONTES 
DES BALIVERNES.” 















FILMFAIR won Ist and 3rd place at the 
Cannes Film Festival for their Bardah! 
and BankAmericard animated 
commercials. 


You're putting me on! 


WILLIAM HART ADLER, INC. 

919 N. Michigan Ave., zn 11 

Alidor Belskis, vp, copy chf, tv-rad d 

ALLEN ALPERN ADV.. INC. 

1227 Leyola Ave., zn 26 

Gertrude Alpern, tv d. 

HARRY ATKINSON, INC. 

200 E. Walton Pl., an 11 

Norm Pierce, tv-rad-fim dept. 
AUBREY-FINLAY-MARLEY-HODGSON, INC. 
230 N. Michigan Ave., zn 1 

Dixon L. Harper, ty-rad farm d; Robert E. Parker, 
assoc ty d. 

AVES ADVERTISING, INC. 

333 N. Michigan Ave., zn 1 

William E. Sproat, vp mer. 

N. W. AYER & SON, INC. 

135 S. LaSalle St., zn 3 

Jim Cooper, Sally Diekema, Jim Robertson, tv-rad 
prods, 

ERLE BAKER ADV. CO. 

154 E. Erie St., zn 11 

BENTLEY, BARNES & LYNN, INC. 

307 N. Michigan, zn 1 

G. E. Fenichel, prodn mgr. 

LEO P. BOTT JR. ADV. 

64 E. Jackson Blvd., zn 4 

Leo P. Bott Jr., o. 

BOZELL & JACOBS, INC. 

205 N. La Salle St., zn 1 

Philip Rouda, tv-rad d. 

E. H. BROWN ADV. 

20 N. Wacker Dr., zn 6 

D. E. Meintzer, prodn dept; E. G. Brown, copy dept 
BUCHEN ADV., INC. 

400 W. Madison St., zn 6 

John Cole, ty-rad-fims d. 
BURLINGAME-GROSSMAN ADV. 

207 S. Wabash, zn 4 

Sidney J. Brichta, ae. 

LEO BURNETT CO., INC. 

Prudential Plaza, zn 1 

Bob Wickersham, e¢ prod. 

CALDWELL ADV., INC. 

400 N. Michigan Ave., zn 11 

B. P. Caldwell Jr., p; C. R. Twaffe, vp, art d; 
Frances Burns, md. 

CAMPBELL-MITHUN, INC. 

919 N. Michigan Ave., zn 11 

Robert D. Blegen, vp, creative serv. 

CARLSON ADV. CO. 

510 N. Dearborn St., zn 10 

D. J. Carlson, p, prodn mgr. 
CHRISTIANSEN ADV. 

135 S. La Salle St., zn 3 

Martin Fritz, vp m; John H. Suttner, vp copy. 
RICHARD CRABB ASSOC. 

20 N. Wacker Dr., zn 6 

James Canon, visual d. 


CRUTTENDEN ADV. 

75 E. Wacker Dr., zn 1 

Mary Jane Hallagan, prodn mer. 
D’ARCY ADV. CO., INC. 


2525 Prudential Plaza, zn 1 
Russell B. Young, Niles Swanson, Harry Bubeck 


Movert Lewis, tv-rad ds. 

W. B. DONER & CO. 

35 E. Wacker Dr., zn 1 

Milford F. Kostman, vp, tv-rad d. 

EDELSTEIN-NELSON ADV. 

203 N. Wabash Ave., zn 1 

ERWIN WASEY, RUTHRAUFF & RYAN 

360 N. Michigan Ave., zo 1 

Lou Jackobson, prodn mgr ty-rad dept; Ted Schulte, 

industrial fim prod; George B. Anderson, vp che tv-rad. 

M. M. FISHER ASSOC. ADV. 

79 W. Monroe St., zn 3 

Bud Fisher; Tod Williams, creative d; Harry Miller, 

art d. 

GEORGE F. FLOREY, INC. 

135 S. La Salle St., zn 3 

John J. McEnroe, copy chf; James J. Lyons, prodn 

mer. 

FOOTE, CONE & BELDING 

155 E. Superior St., zn 11 

Homer Heck, vp, bdest d; Duane Bogie, assoc bdcst 

d; John Libberton, c¢ prodn d; Mike Clarke, bdest 

sery mgr; Barney Palmer, Tom Arend, John Rundall, 

prods. 

CLINTON E. FRANK, INC. 

2400 Merchandise Mart, zn 54 

Buckingham W. Gunn, vp, ty-rad d; Donald Keeslar, 

Donald Wallace, Clarence Weeding, tv-rad prods. 

JULIAN FRANK & ASSOC. 

22 E. Elm St., zn 11 

Julian Frank, 0; David Grossman, prodn mgr. 

ALEX T. FRANZ, INC. 

221 N. La Salle St., zn 1 

John T. Miller, vp. 

FULLER & SMITH & ROSS, INC. 

105 W. Adams St., zn 3 

David H. Echols, Paul Brickman, vps; Robert Borlek, 

prod. 

FULTON, MORRISSEY CO. 

612 N. Michigan Ave., zn 11 

Jan Tangdelius, p, creative d. 

GARDNER, STEIN AND FRANK, INC. 

11 N. Wacker Dr., zn 6 

George B. Frank, vp. 

GARFIELD-LINN & CO. 

333 N. Michigan Ave., zn 1 

Jan Marinello, ty d. 

CHRISTOPHER GARTH ADV. 

996 Main St., Evanston 

Christopher Garth, p, copy chf, ae. 

GEYER, MOREY, MADDEN & 
BALLARD-WESTERN DIV. 

645 N. Michigan, zn 11 

Jack Stilwill, Lioyd Burlingham, yps tv-rad ds; Dick 

Art, md. 


PHIL GORDON AGCY, INC. 

23 E. Jackson Bivd., zn 4 

Philip W. Abrams, exec vp. 
GOURFAIN-LOEFF, INC. 

35 E. Wacker Dr., zn 6 

Walter Zivi, tv-rad d 

GRANT ADYV., INC. 

919 N. Michigan Ave., zn 11 

Gail Light, tv-rad prodn. 

GRANT, SCHWENCK & BAKER, INC. 














biever & 
stein 


inc. 








productions, 527 MADISON AVE., NEW 


YORK 22, N.Y., PLAZA 3-1147 
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520 N. Michigan Ave., sm 11 

Frank M. Baker, vp, tv-rad d. 

H. M. GROSS CO. 

919 N.-Miechigan Ave., zn 11 

Lois Rea, prodn mgr. 

ROBERT HAAS ADV., INC, 

545 Michigen Ave., zn 11 

Robert Haas, p; Olin W. Hoskins, exeo vp; Richard 
Esterquist, vp, prodm mgr; Robert Wahlgren, art 4; 
A. B. Stone, H. Flarsheim, vps. 

HANSON & STEVENS, INC. 

205 W. Wacker Dr., am 6 

Richard B. Stevens, prodn mgr; Theodore J. Johnson, 
art d 

GEORGE H. HARTMAN CO, 

307 N. Michigan Ave., zn 1 

Jack Leonard, bdest sup; Nikki Muskat, asst bdest sup. 
HEADEN, HORRELL & WENTSEL, INC. 

185 N. Wabash Ave., zn 1 

Judson Horrell, vp. 

HENBI, HURST & McDONALD 

121 W. Wacker Dr., zn 1 

Lee Randon, tv-rad d. 

HILL, ROGERS, MASON & SCOTT, INC. 

6 N. Michigan Ave., zn 2 

Ivan Hill, p; Laurence W. Scott, exec yp; Sherman E. 
Rogers, vp-creative d; Kenneth Mason, vp chg mktg; 
Elinor ,Fahrenholtz, tv-rad d; George F. Kleitz, md. 
HOLTZMAN-KAIN ADV, 

59 E. Vam Buren, zn 5 

E. ROSS HUMPHREY & ASSOC. 

154 E. Erie 

Emmet Mellenthi, tv-rad d. 

ROBERT KAHN & ASSOC, 

2660 W. Medill Ave., zn 47 

Bernice Stone, art d. 

KAPPS CO. 

64 E. Lake St., zn 1 

Capico Kapps, p, tv-rad d. 

H. W. KASTOR & SONS ADV. 

75 E. Wacker Dr., zn 1 

DON KEMPER CO., INC, 

919 N. Michigan Ave. 

Gerald W. Saperstein, prodn mgr. 

KENNEDY & CO. 

100 E. Ohio St., en 11 

William J. Kennedy, p, tv-rad d, copy chf. 

KEYES, MADDEN & JONES 

919 N,. Michigan Ave., zn 11 

Thomas Brogan, vp, art d; Wallace Capel, copy chf. 
FREDRIC R. KLEIMAN ADY. 

203 N. Wabash Ave., zn 1 

Fredric R. Kleiman, p; William Perry, g mer; Irving 
Eglit, prodn mgr; Leo Rotelli, art d; Phyllis Mateyak, 
tb; Alvin Chubin, copy chf. 

KUTTNER & KUTTNER, INC, 

646 N. Michigan Ave., zn 11 

Forest Lightle, art d; Martin Moller, copy chf 
LADD, SOUTHWARD & BENTLEY, INC. 

300 W. Washington St., zn 6 

Grace R, Jordan, md. 

LAUESEN & SALOMON 

520 N. Michigan Ave., zn 11 

R. A. Salomon. 

LEEDS & YORK ADV. 

2735 N. Ashland Ave., zn 4 

Maury Mayber, vp, tv b. 

LILIENFELD & CO. 

121 W. Wacker Dr., zn 1 

Anne B. Coyle, vp, creative d; James K. Jurgensen, 
md; James Cronin, ty-rad d. 

W. E. LONG CO. 

188 W. Randolph St., zn 1 

David R. Hayes, tv-rad d; Keith Holden, asst ty-rad d. 
EARLE LUDGIN & CO. 

121 W. Wacker Dr., zn 1 

Donald H. Hockstein, tv-rad prodn d; Miriam Eshel- 
man, asst prod. 

MacFARLAND, AVEYARD & CO. 

333 N. Michigan Ave., zn 1 

H. Grant Atkinson, yp, ty-rad d. 
MALCOLM-HOWARD ADV. 

203 N. Wabash Dr., zn 1 

Arthur M. Holland, M. G, Holland, H. A. Barkun, 
aes; Eugene Holland, fim prod; Edward M. Drucker, 
Bunny Berman, prods; Frances Weiss, copy, prodn; 
Maxine Ziv, mb; Arthur Anderle, art d. 
MANDABACH & SIMMS, INC, 

20 N. Wacker Dr., zn 6 

ALAN T. MANN CO., INC, 

185 N. Wabash Ave., zn 1 

Richard E. Kautz, vp, prodn mgr. 
McCANN-ERICKSON, INC. 

318 S. Michigan Ave., zn 4 

Edward J. Maroney, ty-rad d; Clair Callihan, Marilyn 
Hardt, prods; Doris Craig, mus d. 

JOHN MECK & STAFF 

Suite 212, 201 E. Walton Pl., zn 11 

John Meck, mgr. 

ARTHUR MEYERHOFF & CO. 

410 N. Michigan Ave., zn 11 


TOP 
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PAULETTE ATTIE 


“The Cat's Meow” 


VOICE OVER: Kitten in ‘Pepe Le Pew,"’ Samsonite 
Luggage, H. B. Cough Drops, U. S. Steel 


ON CAMERA: Westinghouse, Revion Industrial Film, 
Sara Lee, ABC Network spots 


AGENT: CHARLES B. TRANUM, 603 Madison Ave., N.Y.C. PL7-6300 








IN NEW YORK CITY, PHONE 


LYNN DOLLAR 


Spokeswoman 


SU 7-5400 








presence. 


IN NEW YORK CITY, PHONE 


ART FORD 


Art Ford sells currently five hours a day over NBC 
radio on his own show—His many TV shows over 
the years make him a seasoned, easy to watch, 
authorative video spokesman—Nominated twice 
for TV emmys for his natural style, and effective 


TE 8-5228 








IN NEW YORK CITY, PHONE 


ALLEN SWIFT 


The Voice of everything — 


but Firestone 


JU 6-4292 
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Stuart L. Novy, ty-rad Gd; Madeleine C. Wieliczko. 
ty-rad prod. 

ARTHUR K. MOGGE, INC, 

333 N. Michigan Ave., an 1 

Robert A. Moxge rp. 

sthN B. MORRISSEY CO. 

520 N. Michigan Ave., an 11 

Marty Hogan. vp chg tv-rad. 

FRANK C. NAHSER, INC, 

221 N. La Salle St., an 1 

William F. Foley, copy chf; Elmer W. Fieberts, prodn 
mer. 

NEEDHAM, LOUIS & BRORBY, INC. 

Prudential Plaza, an | 

James L. Isham, exec vp, chg creative serv; Kenneth 
Cc. T. Snyder, vp, tv-rad creative d; John J. Calnan, 
mgr tv-rad creative dept; Christopher Ford, sr prod; 
Lee F Marsh, prod; John S. Sheasby, assoc prod. 
NORTH ADY., INC. 

Merchandise Mart, zn 54 

Len Levy, tv-rad prodn mgr. 
O'GRADY-ANDERSEN-GRAY, INC. 

230 N. Michigan Ave., an 1 

Jack 5 Vage exec vp 

OLIAN & BRONNER, INC. 

35 E. Wacker Dr., an 1 

R A. Berman, tv d. 

PHILLIPS & CHERBO, INC. 

3S bk. Wacker Dr., an 1 

Robert L. F'neh. vp. rad d; Jack C. Cherbo, exee vp 
POST & MORR, INC. 

919 N. Michigan Ave., zn 11 

Mary Agnes Schroeder, creative d; John Clark, tv-rad 
prodn mgr; Mary Jo Moccia, ty-rad bus mgr. 

R. E. POTTER & ASSOC, 

360 N. Michigan Ave., zn 1 

R. A, Potter, tv-rad 

POWELL, SCHOENBROD & HALL 

230 \. Michizan Ave., zn 1 

Herbert Summers Hall, vp ty-rad d:; Patrice M 
Cambell. asst tv-rad a. 

PRESBA-MUENCHL, INC, 

300 N. Michiazan Ave.. zn 1 

Mark Smith. prodn mgr, art d. 

REACH, McCLINTON & PERSTIALL 

Prudential Plaza 

READ BROS. 

203 N. Wabash Ave., z 1 

Phio K. lead, pt, copy chf, tv-rad d 


REINCKE, MEYER & FINN, ENC. 

520 N. Michigan Ave., zn 11 

Lewis G. Green, tv-rad d. 

RETAIL ADV. 

Michigan Ave. at 20th St.. an 16 

Stanton M Meyer. p. Joceph T. Kohout, vp; Wil- 
liam T. Seay, vp, creative d. 

ROCHE, RICKERD & CLEARY, INC, 

135 S. La Salle St., zn 3 

John W. Harpham, vp, creative d; Kay Knight, tv- 
rad d. 

IRVING ROCKLIN & ASSOC, 

32 W. Randolph S.. zn 1 

Robert Spencer, prodn hd; Robert Rocklin, asst; Jer- 
rold Rocklin, prod; Irving Reeklin, sup. 
SHERWIN RODGERS & ASSOC. 

46 E. Chicage Ave. an 11 

Lolita Raclin, tv-rad d. 

IRVING J. ROSENBLOOM & ASSOC. 

400 N,. Michigan Ave., zn 11 

James O'Toole, art d, sup creative serv; Richard 
Irwin, tv-rad d. 

LEW SANDERS ADV. 

6 E. Monroe St... zn 3 

Lew Sanders, ww prod, 

GEORGE 5S. SANDLER, INC, 

75 E. Wacher Dr., zn 1 

George S. Sandler, p. 

HARRY SCHUNEIDERMAN, INC. 

141 W. Jackson Blvd. an t 

Bernard lruim. Dorothy Krueger, prodn mgrs. 
SCHRAM ADY, CO, 

170 W. Washington, zn 2 

Ira P. Weinstein, p; Robert TI. Solomon, copy chf; 
Hilliard Jasinski, art d; Fred Brody, Raymond J. 
Henning. vps. 

R. JACK SCOTT, INC, 

51 E. Superior St., zn 11 

Stewart Sherlins, d 

HENRY SENNE ADV... INC, 

75 E Wacker Dr. zn 1 

Henry J. Senne, tv-rad d. 

SHAFFER, LAZARUS & LaSTIAY, INC. 

100 EF. Onie m.. zn Tl 

Jerome BK. Shaffer. p; J. E. LaShay, rp; Theodore 
Muta art d 

JOUN W. STEAW ADV... INC, 

200 E. Ohio St.. zn 11 

George Filipetti, vp, creative d; Stuart Terg, tv-rad 














COMPASSION 


Simp'e and straight forward. 
It warms your heart . . . makes 


you feel good. 


The Los Angeles Community 
Chest's annual plea for funds 
is being supplemented this 
year by television. We're aw- 
fully proud they asked us to 
help by preduci~g and direct- 
ing thir film. We feel good. 


PANTOMIME 
PICTURES, INC. 
8961 Sunset Boulevard 

Hollywood 69, California 

CRestview 4-8777 
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prodn 4, 

SORENSON ADV. CO. 

151 brie ™.. an 11 

W. D MarCourt, art d; Arline Beatty, predn mgr 
E. J. SPERRY BAKERY ADV. 

733 N. Rush ™.. zn 11 

Harold R. Gingrich, ty-rad 4. 

STERN, WALTERS & SIMMONS, INC. 

201 E. Erie st. 

Herschel! Goodman, vp, creative d. 
TATHAM-LAIRD, INC, 

61 L. Jackson Hive... an 4 

Tom Cadden. sup ty-rad e prodn; George Lekas, Low 
Perkins, ¢ prods. 

MARVIN E. TENCH ADV. AGCY., INC, 

1iil Chieage Ave., Uak Park 

Marvin E. Tench, p 

J. WALTER THOMPSON CO. 

410 N, Michigan Ave. an 11 

Mark A. Forgette, mgr ty c dept; Murray Pattinson 
exee prod ty ¢ dept, Lincoln Scheurle, Donald Franz, 
prods ty ¢ dept. 

UNITED ADY. CO., INC, 

427 W. Randolph st., zn 6 

Juve Littleton, md, tv-rad d. 

WADE ADY., INC, 

20 N Wacker Dr., zn 6 

Royal Alcott. ty tim d; Grover J. Allen, vtr sup. 
EDWARD HL. WLISS & CO. 

360 N. Michizan Ave. zn I 

Rolf W. Brandis, vp, tv-rad a. 

IREDERICK C. WILLIAMS & ASSOC. 

6 N. Michigan Ave. zn 2 

Frederick C. Williams, pt. 

WILLIAM R. WILLIAMS, INC 

221 N. La Selle St.. zn 1 

Charles R Heath. tv d 

WILSON-SAY LOR-WARE, INC. 

183 Randolph Tower, an 1 

Lynn Saylor, vp. 

WRIGHT, CAMPBELL & SUITT, INC. 

152 E. superior ™. 

William E Wright. p: Donald L. Campbell, ep 
YOUNG & RUBICAM, ING, 

333 N. Miehigan Ave. an t 

William W. Wilson Jr., mgr ty-rad pgm dept; Mae 
Kenzig Ward, prodn ty c fims. 


INDIANA 


Indianapolis 

BULL ADV. 

130 KE. Washincton St.. Suite 301-5, ga 4 

H. F. Bull, o; Ruth Ann Newton, asst. 

CALDWELL. LARKIN & SIDENER- 
VAN RIPERL ING, 

Merchant» Bank Bhde.. an 4 

Char es Golling, tv-rad d 

CARLSON & COL. ENG, 

701 Fidelity Bldg. zn 4 

M F Jenkins, vp 

CENTRAL ADV. CORP, 

Beard of Trade Ulda., zn 4 

G Vane Smith Jr... vp. 

TEVIE TACORS ADV, 

206-204 Goods Bhig., zn 4 

Avis ©, Davis. prein mer. 

ROUR ADV... ING. 

3165 N. (ollege Ave., zn 5S 

W oH Rohr Jr, p. 

RUBEN ADV, 

3200 N. Meridian St. 

Ted Pollack Chuck Reed, ty-rad ds 

STEVE SMITH ADV... INC, 

i122 her Ulete.. zn 

Margaret Smith, bdest d. 


IOWA 














Davenport 
R.A. MORITZ CO, 
2729 Uarri-on ™. 

Marjorie Ankeny, art 4. 

SPERRY BOOM, INC, 

Union Arcade Bhda. 

Jane Sperry Room. sp. tv-rad 4 

i. M. STAHL ADV, 

403 First Natl Bank Bldg. 

K. J Francis. tv-rad d 

WARREN & LITZENBERGER ADV. 
20S First Natl Bank Bldg. 

Paul J. Brace, prodn mgr. 


KENTUCKY 
Louisville 
FRED KR. BECKER ADV. AGCY., INC. 
Ont S. Third St... zm 3 
Theodore 1 Tighe copy ehf, ty-rad d 
DOK-ANDERSON ADV. 
308 Commonwealth Bldg., zn 2 











RE 








Mel Dellar Lew Jacobs Joe Kohn 





Murray Lerner Joe Lerner Larry Madison Ira Marvin 






a°4 directors... 





"Py, 


Ss ‘ 
Lloyd Ritter Mickey Schwarz Victor Solow Chuck Wasserman 


“Film is a director’s medium”’...and the largest permanent group of experienced, 
gifted directors in the commercial field are on staff at MPO. The awards so consistently 
won by this group is tribute to their talent . . . but beyond awards, and more important 
to the sponsor, is their ability to creatively interpret the client’s message and transmit 
it through the film medium. 


MPO VIDEOTRONICS, INC., 15 East 53rd Street, New York 22, New York 
also in Detroit /Chicago/ Hollywood 
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Joseph V. Rigsby, art d. 

JACK M. DOYLE ADV. 

30S W. Broadway, zn 2 

Mrs. Jean Spaulding, prodn mgr; Jack M. Doyle, o. 
FARSON, HUFF & NORTHLICH 
Republie Bidg., zn 2 

J. Rodney Will, tv-rad d; Robert Brewer, ae. 
MADISON ADV. 

1321 Heyburn Bidg., zn 2 

Roger P. Madison, p; Blaine A. Guthrie Jr., ao. 
MULLICAN CO. 

310 W. Liberty St., em 2 

C. Kenneth Meeker, p; Sarah W. Hoge, md. 
SIEGEL, COLGROVE & ASSOC. 

4050 Westport Rd., zn 7 

Howard Brown, creative d. 

STAPLES ADV., INC. 

333 Cuthrie St., zn 2 

George Yenowine, prodn mer. 
ZIMMER-McCLASKEY-LEWIS ADV. 
1469 S. Fourth St., zn 3 

Mary L. Moore, tv-rad d. 


LOUISIANA 


New Orleans 

BAUERLEIN, INC. 

1026 Hibernia Bidg., zn 12 

G. Cranow, ty-rad d. 

PERRY BROWN ADYV., INC. 

Natl Bank of Commerce Bldg., zn 12 

Wm. Perry Brown Jr., p; Hughes D. Drumm, vp; 
Elizabeth A, Salisbury, prodn d; W. James Atwood, 
art. d; John Sheppard, traff mgr; Claire Claverie, sp b. 
FITZGERALD ADYV., INC. 

Lee Circle Bldg., zn 13 

Walter K. Collins, creative d ty-rad; Daryl Turgeon, 
writer-prod; Campbell Fairley, prod. 

ROBERT KOTTWITZ ADV., INC. 

925 Whitney Bidg., zn 12 

Margaret A. Dalton, tv-rad d; Robert Kottwitz Jr., 
p & ae; Wm. R. McHugh, prodn mgr & ae; Robert 
Morse, ae. 

WALKER SAUSSY ADV., INC. 

1820 St. Charles Ave. 

Peter A. Mayer, tv-rad d. 








Robert 


avant P. neleations ei 





689 FIFTH AVENUE, NEW YORK 22, N. Y. 


Telephone: MUrray Hill 8-4355 














FOR THAT AWARD-WINNING MUSICAL COMMERCIAL 
TO IDENTIFY YOUR CLIENT'S PRODUCT 


Bob Swanson offers the complete package 


® Original Music and Under-scoring 


® Top recording Talent—Staft of Vocalists and musicians immediately available 


® Complete Studio Facilities 


Your Inquiry Is Invited 
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SWIGART & EVANS 
327 Exchange Pl., zn 16 
Jan Farnsworth, tv-rad d. 


MARYLAND 


Baltimore 

H. W. BUDDEMEIER CO., INC. 
916 N. Charles St., zn 1 

Keith Moulden, creative d. 

CAHN, MILLER & STROUSE, INC. 
Aurora Federal Bldg., Suite 215, 
Saratoga Sts., zn 1 

iauis F. Cahn, p. 

EMERY ADV. CORP. 

1123 N. Eutaw St., zn 1 

Marshall Hawks, vp, tv-rad d. 
GABRIEL ADV. 

1900 Maryland Ave., zn 18 
Gabriel Goldman, p. 

GALBRAITH, HOFFMAN & ROGERS, INC. 
2502 N. Calvert St., zn 18 

Ernest K. Schultz Jr., tv-rad d 

LEON SHAFFER GOLNICK ADV., INC. 

701 Cathedral St., zn 1 

Leon 8. Golnick, p; Lee B. Blom, rad-ty d; Joseph 
Giannaccini, md; Irvin Yaniger, art d. 
JOSEPH KATZ CO. OF BALTIMORE 
501 St. Paul Pl., zn 2 

Stanley E. Blumberg, p; Frank J. Smith 
KAUFMAN-SUBOTNIK ADV. 

837 St. Paul Pl., zn 2 

Myron Subotnik, p. 

S. A. LEVYNE CO. 

343 St. Paul Pl., zn 2 

Walter Pearthree, vp, art d 

ROMAN ADV. AGCY., INC. 

810 N. Calvert St., zn 2 

George Roman, p; Joseph Dunn, bus mgr. 
TORRIERI-MYERS ADV., INC. 

914 N. Charles St., zn 1 

Robert D. Myers, p; Peter Torrieri, tv d. 
VANSANT-DUGDALE & CO. 

15 E. Fayette St., zn 2 

F. D. Tillett, tv-rad prodn d; Robert V. 
tv-rad d. 

PAUL VENZE ASSOC., INC. 

Charles & 25th St., zn 18 

Charles K. Hepner, vp. 


Charles & 


tv-rad d. 


Walsh, vp, 


MASSACHUSETTS 


Boston 

ARNOLD & CO., INC. 

334 Boylston St., zn 16 

Edward P. Jancewicz, vp, tv-rad; Anne M. Gotz, asst 
tv-rad d 

ROBERT ARONSON ASSOC., INC. 

651 Boylston St., zn 16 

Robert S, Aronson, p; Robert P. Daly, vp. 

RAY BARRON, INC. 

120 Boylston St., zn 16 

Parker V. Kirk, vp; John Chervokas, copy chf; Ralph 
Terry, art d. 

BENNETT & NORTHROP, INC. 

711 Boylston St., zn 16 

Nelson Bennett, p. 

BRESNICK CO., INC, 

334 Boylston St., zn 16 

Leonard Karsakov, vp. art d; Leo Barron, prodn mer. 
JULIAN BRIGHTMAN CO. 

480 Commonwealth Ave., zn 15 

Julian Brightman, p, ae; Sidney Kerber, ae. 
HAROLD CABOT & CO., INC. 

136 Federal St., zn 10 

Harold Cabot Jr., vp copy & tv-rad; Jud Davis, tv- 
rad prod. 

CHIRURG AND CAIRNS, INC. 

824 Boylston St., Chestnut Hill, zn 67 
Channing Hadlock, tv-rad d; Frank Bladuzzi, Raymond 
Pinet, art ds; Ruth Gatta, tb. 

DOREMUS & CO. 

60 Batterymarch St., zn 10 

Ted Pitman, ae, tv-rad d. 

JOHN C. DOWD CO. 

208 Park Square Bidg., zn 16 

Joseph L. Tully, d tv-rad dept. 

HERBERT W. FRANK ADV. AGCY., INC. 

314 Stuart St., zn 16 

Webster Lithgow, copy chf; Joseph Distasio, art d. 
HARRY M. FROST CO., INC. 

260 Tremont St., zn 16 

Virginia M. Fairweather, ty-rad d. 

DONALD W. GARDNER ADV., INC. 

41 Mt. Vernon St., zn 8 

Donald W. Gardner, p; Arthur E. 
Eleanor M. Wilbur, tv-rad d. 
GOULSTON CO., INC. 

54 Devonshire St., zn 9 





Knapp, art 4; 





OwnMntAamtmsawa wea 


sst 


iph 


gr. 


ond 





Ernest J. Goulston, p, treas, ae. 

GRANT ADV., INC. 

250 Park Square Bidg., zn 16 

J. George Whinnem, art d; Richard Hanser, mgr. 
HOAG & PROVANDIE, INC. 

137 Newbury St., zn 16 

Richard V. Lombardi, ty-rad d. 

DAVID HOFF ADV. 

120 Boylston St., zn 16 

David Hoff, o, prodn mgr. 

CHARLES F. HUTCHINSON, INC. 

115 Newbury St., an 16 

Helen C, Horrigan, md; Wm. A. Rockett, tv-rad predn 
mer. 

INGALLS ASSOC. 

137 Newbury St., zn 16 

Joseph J. McCluskey, prodn mer. 

KENYON & ECKHARDT, INC, 

334 Boylston St., zn 16 

D. Bach, copy sup. 

LOUDON ADYV., INC. 

705 Statler Bldg., zn 16 

L. A. Layman, p. 

REACH, McCLINTON & HUMPHREY 

1235 Statler Bldg., zn 16 

Marianne Meoli, mb. 

REILLY, BROWN & TAPPLY, INC. 

216 Tremont St., zn 16 

Robert M. Goode, vp, art d; George J. McCarron, 
prodn mgr. 

SILTON BROTHERS, CALLAWAY, INC. 

131 Clarendon St., zn 16 

Earle W. Hoffman, sr vp. 

CORY SNOW, INC. 

655 Beacon St., zn 15 

Robert S. Lambert, m & research d; Cory Snow, Tom 
Grosvenor, Herbert C. Bullard, aes; John Barons, art d 
GABRIEL STERN, INC, 

420 Boylston St., zn 16 

Lionel Brotman, creative d. 

HERMON W. STEVENS AGCY., INC. 

38 Newbury St., zn 16 

M. L. “Spike’’ Tyler, p. 

DANIEL F. SULLIVAN CO., INC, 

216 Tremont St., zn 16 

Henry A. Reeves, David M. Guinee, Leo V. Cahill, 
James Wheatley Myers, tv prods. 
SUTHERLAND-ABBOTT 

581 Boylston St., zn 16 

John A. Keary, John SS. Spofford, Charles E 
Brown, aes. 

TARLER & SKINNER, INC, 

216 Tremont St., zn 16 

Walter G. Skinner, treas, art d, prodn mgr, ae. 
F. P. WALTHER JR. & ASSOC. 

661 Boylston St., zn 16 

Edwin C. Whittemore, asst to p. 

E. F. WHEELER & CO. 

31 Milk St., zn 9 

Claire Crawford, vp chg tv-rad. 


MICHIGAN 


Detroit 


ALLMAN CO., INC. 

29th floor, David Stott Bldg., zm 26 

D. Plom, prodn mgr. 

J. H. ALTMAN & CO. 

405 Fox Bldg. 

J. H. Altman, 0; Robert Hodges. 

BELTAIRE, VINCENT & HULL 

6525 Third Ave., zn 2 

Roger W. Hull, copy chf, md; Thomas J. Sobeck, 
art d, prodn mgr. 

D. P. BROTHER & CO. 

General Motors Bldg., zn 2 

R. F. Reynolds, vp chg ty-rad; L. R. Mange, vp, 
art d; D. B. Rank, vp, creative d; D. E. Delozier, 
prodn mgr; C. W. Wacker, yp, md. 
CAMPBELL-EWALD CO. 

General Motors Bldg., zn 2 

Willard Klose, tv-rad creative d; Donald L. Miller, 
sup tv-rad c prodn; James Morrison, asst sup; Dave 
Greene, Nicholas Amos III, Paul Barry, Ray Delman, 
Paul Domitrovich, prods; Hemry Caroselli, William 
Soggess, tv art ds. 

DENMAN & BAKER, INC, 

1012 Buhl Bldg., zn 26 

William Stephenson, prodn mgr. 

W. B. DONER 

505 Washington Blvd., zn 26 

Wilfred B. Doner, p; Charles F. Rosen, exec vp, ae; 
Felix Hower, vp, ae; Julian A. Grace, treas, ae; 
John Alexander, Dale Silverberg, Dave Russell, Roy 
Gould, aes. 

GARFIELD ADV. ASSOC. 

15481 Jas. Couzens Hwy. 

S. C. Garfield, creative dept hd; James R. Lambert, 
asst. 





GEYER, MOREY, MADDEN & BALLARD, INC. 
14250 Plymouth Rd., zn 32 | 
Edward J. Corbett Jr., vp, creative d; Richard Marks, | 
prodn mer. 

GLEASON ADV. 

726 Fisher Bidg., zn 2 

Marjorie M. Sawyer, ty-rad. 

GLOBE ADV. SERVICE 

400 Bellvue Ave., zn 7 

Sam Picks, tv-rad d. 

GRAY & KILGORE, INC. 

18845 W. McNichols Rd., zn 19 

Steve Powell, prodn mgr; T. D. Heap, md. 
HERSHEY-PAXTON CO. 

12200 Mark Twain Ave., zn 27 

M. E. Hershey, tv-rad d. 

HOLDEN, CHAPIN, LaRUE, INC. 

16180 Wyoming Ave., zn 21 

Hugh Johnston, prodn mgr. 

HOPKINS AGCY. 

1504 Guardian Bidg., zn 26 

James H. Hopkins, md. 

LUCKOFF & WAYBURN INC, 

320 W. Lafayette Blvd., zn 26 

Alan E. Luckoff, ty-rad d. 

MacMANUS, JOHN & ADAMS, INC. 

Bloomfield Hills 

William R. Hussey, mgr, tv-rad dept; Richard A. For- 
syth Jr., asst mgr, tv-rad dept; Dave Bonnell, Anne 
Ranta, tv-rad prods, 

MAXON, INC, 

2761 E. Jefferson Ave., zn 7 

Victor Kenyon, vp, ty-rad d; Richard Pedicini, Robert 
Higgins, Daniel Waldron, Gus Kaser, Charles Chap- 
man, prods. 


MOLNER & CO. ADV. 


20169 Jas. Couzens Hwy., zn 35 


Monroe D. Molner, p. FILM COMMERCIALS 
E. A. OPPENHEIM CO. 


1200 Michigan Theatre Bidg., zn 26 and 


E. A. Oppenheim, mng d; Val Best, prodn mer; S 


WILBER STREECH PRODUCTIONS, INC. 
135 W. 52nd St., N.Y.C. JU, 2-3816 











Book Tower, zn 26 

George L. Husted, prodn mgr; H. R. Mack Jr. tv- 
rad d, ae. 

ROSSI & CO. 

607 Shelby St., zm 26 














PYRETHRINS 





Produced 
by 
D & R Productions Inc. 
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Ken Kelly, creative d; Robert F. Anthony, mktg 4; NORMAN, NAVAN, MOORE, MARINEAU & 





H. V. Rossi. BAIRD, INC, 
ROSS ROY, B.S.F.-D., INC. 147 Federal Square Bldg., zn 2 
2751 E. Jefferson Ave., zn 17 Dale L. Gish, tv-rad d. 
L Maurice G. Vaughn, sr vp & d bdest serv; Jack H. WALLACE-BLAKESLEE, INC. 
pel Roy, asst tv-rad d. 415 Assn of Commerce Bidg., an 2 
j SACHS ADV. STUDIOS — A. —— = copy A ae; i F. 
i 10519 Puritan St., zn 38 ai seal, prodm mgr; arence rower, art 3 oger 
Sid Sachs, p. art d. Erickson, tw-rad d. 


SIMONS-MICHELSON CO. 


=r Lafayette Bldg., zn 26 Kalamazoo 
Arth iW © > i ; Al Sielaff, art 4; 
ata iimienaa Renan SCHOONMAKER, WILLIAMS & MOSS, INC. 
Morton Zieve. 
808 Kalamazeo 
STONE & SIMONS ADV., INC. Edgar H. Moss, vp, prodn mgr. 
1onzt W. MeNichols Rd., zn 21 
Kurt Scheuer, prodn mgr; Robert D. Adams, sec, 
art d. Saginaw 
TECH ADGENCY, INC, PARKER ADV. 
| 1004 E. Jefferson Ave., zn 7 112 N. Michigan Ave. 





Marie M. Winthrop. p. Jack Parker, p; Ted Malone, vp; Howard W. Finger, 
J. WALTER THOMPSON CO. we 
S33 Grivwold St.. an 26 MINNESOTA 


Franklyn R. Thomas, vp. 





Minneapolis 
J INC. 
ere & meeecan, WILLIAM L. BAXTER ADV., INC. 
S Griswold St., en 26 24 S. Sixth St - 

J h G. Standart Jr., vp chg; Claude R. Streb, a Sow we 

ae rs Hits Pempaieaes a : CAMPBELL-MITHUN, INC. 
1300 Northwestern Bank Bidg., zn 2 

| ZIMMER-KELLER-CALVERT Arthur H. Lund, rad-tv d; Richard L. Stevens, rad-tv 





a . 28 Adams St., zn 26 bus & prodn mgr; Al Chatterton, Don Grawert, Dan 
ve UST iCK L. B. Williams, Richard Long, Donald Graves, Stan- Hulbert, Sally Gibson, Joseph H. Hoffman, Kenneth 
ley Bahnsen, Robert Gass. 


THE R. Ocischlager, creative grp hds, 
ve PHONE 


FABER ADV., INC, 














| 
| Flint 2525 Park Ave., zn 4 
FoR THE BEST THURSTON-SMITH-JENKINS ADV. F. H. Faber, p; R. D. Freeman, vp; Warren Headley; 
© : 813 Citizens Bank Bldg., zn 2 Gerald Madison. 
N IMATiN | 'T. S. Jenkins, p; R. D. Jenkins, art 4 IKE FADELL. ADV. 
I f 340 Lewis Bldg., zn 2 
q | Grand Rapids Casper “‘Cap’’ Chouinard, ty d 

| AVES ADV., INC. FIRESTONE-COODMAN ADV., INC. 
| 430 Federal Square Bldg., zn 2 1801 Nicollet Ave., zn 3 

LARS CALON iwS Wesley Aves, p, g mgr; Edward F. Davison, Charles Alten Firestone; Archie od Goodman; Richard J 
| Doner, William A. Hagerman, John Turean, vps; Firestone; Robert Dennett; Wallace Green. 


PRODUCTIONS James C. Gielow, ty-rad d. FISCHBEIN ADV. 
JOUNSON & DEAN, INC 510 S. Seventh St., zm 15 
PLAZA 20350 Wetere Bldg ’ , i James I, Richardson, copy chf, tv d 


Charlies F. Johnson Jr., p; Ben Dean, vp; Lorraine B JOUN W. FORNEY, INC. 
Shaw, creative d 1800 Foshay Tower, zn 2 


























SAYS HERE IN THE PAPER 
GROUP PRODUCTIONS OF NEW YORK, 
DETROIT AND CHICAGO WON A SECOND PRIZE 
AT THE FESTIVAL INTERNATIONAL 
DU FILM PUBLICITAIRE 
BETTER KNOWN AS THE CANNES 
FILM FESTIVAL, FOR THAT 
CLEVER COMMERCIAL THEY DID 
FOR ALUMINIUM LIMITED } 


ALUMINUM 
DEAR 


YAK 
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Douglas F. Bronder. 








COULD, BROWN & BICKETT, INC. 
Sand Tewer, zn 2 

Biward L. Hrewton, ty-rad d. 

ART CRUBER ASSOC, 

4101 E. Lake St., zn 6 

Art Gruber, p: Norman Vinitsky, vp. 
KERKER-PETERSON, INC. 

2855 Park Ave. 

Paul LeMay, tv-rad 4. 

KNOX REEVES ADV. 

400 Second Ave. S., zn 

Russell E. Neff, vp, tv- ay a; — Shepherd, prodn d; 
Ron Oakland, asst ty d; Vern Steffen, ty art d. 
MACMANLS, JOHN & ADAMS, INC, 
1750 Hennepin Ave., zn 3 

Gloria Davis, prodn mer. 
PIDGEON-SAVAGE-LEWIS, INC. 

1050 Builders Exchange, zn 2 

Donald Alien, creative d; John Henry, art @. 
REACH, McCLINTON & CO. 

706 Second Ave. S., zn 2 

Donald K. Skoro, art d. 

REVERE ADV... INC. 

76 S. Eighth St., zn 2 

E. C. Blanchard, vp. 
WEAVER-GARDNER, INC, 

405 Oppenheim Bidg., zn 1 

Luther !’". Weaver, p: Don Gardner, vp; June Gilats, tb 
WHITE, HERZOG & NEE 

523 Marquette Ave., zn 2 

Wm. J Nee. vp. 

HERBERT WILLIS & ASSOC, 

951 Midland Bank Bldg., zn 1 

Kevin Murphy, ty-rad d. 


St. Paul 

DAVID, ENC, 

First Natl Bank Bildg., zn 1 
Quentin J. David Jr., prodn mgr, ae; 
ty-rad dl. 

ERWIN WASEY, RUTHURAUFF & RYAN, INC. 
690 Rebert St... zn 1 

Steward Almleaf, mgr art dept; 
mer. 

HARPER CO. 

818 Pieneer Bide. zn 1 
Taul Ginter, moin mgr 

j§. 1. Mc GUIRE ADV, 

470 S, Snelling Ave. zn 5 
John Il, MeGuitre, p; H. E MeGuire, vp 


Jeanne Dudley 


Robert Goebel. prodn 


MISSOURI 


Kansas City 

AILMAYVER, FOX & RESIIKIN ACCY., INC. 
612 W. A7th st. ze 2 

Ramlell S. Jessee, tv-rad d. 

BRUCE B. BREWER & CO. 

900 Walnut 1. 

John S. Kirwan, tv-rad 4d; W, M, Giesecke, pt 
LAWRENCE 8S. COVINGTON ADV. 

10034% W. 43rd st., am Ll 

Dale Rowers, proin mer, 

FARDON ADV., INC, 

101 West Lith St., zn 5 

Edgar H. Fardon, p; Gene N. Taylor, ty-rad d. 
GALVIN-FPARRIS-ALLA INE 

2201 Grand Ave. zn 8 

Shelly Henderson, tv-rad 4; Jack Mill, 
STANLEY R. GRANT ADV. 

3203 Summitt 

Stanley R. Grant. p; Donald Jennings, rad-ty d. 
JONES & HANGER, INC, 

612 W. 47th St. vm 12 

Robert J. Illidge, prodn mgr. 

RICHARD LANE & €O. 

453.4 Wornall Rd., zn 11 

Arthur Law, Thomas Korchak, art ds; Mrs. Marion 
Davis, copy chf. 

MERRITT OWENS ADV., INC. 

New Brotherheod Bldg., zn 1 

Frank Rickey, tv-racd d. 

POLLARD & HAMER, INC. 

2727 Main St. 

Bob Ho'loway, art d. 

POTTS. WOODBURY 

2233 Grand Ave. 

Al Christy, vp, d tv-rad dept; Kelly O'Neill, chf tb. 
FRANK ROBINSON & CO., INC, 

406 W. Stth *%. 

Frank F. Robinson, p; Edgar Rurgevaldt, 
ROGERS & SMITH ADV. AGENTS 
1006 Grand Ave. zn 6 
William B Harmon, tv-rad d. 
STANDART & Q'HEARN ADV. 
1627 Main St., zn 8 

Berkley Brandon, prodn mgr: 
prod-d 


copy chf. 





tv-rad d 


Robin League, tv 


R. S. TOWNSEND, INC. 

406 W. Sith ., an ll 

R. 8. Townsend. p 

VALENTINE-RADFORD, INC. 

1049 Central St. 

Cc. C. Bogasch, G. W. Hawley, Bill Alexander. ses. 
WASSON ADV. AGCY., INC. 

Manufacturers Exchange Bidg., an 5 

Jack Rippel p, tv-rad d. 


St. Louis 

FRANK BLOCK ASSOC. 

212 N. Kingshighway, zn 8 

Maurice A. Seligsehn, art d. 

CLAYTON-DAVIS & ASSOC., INC. 

408 Olive St., zn 2 

Irvin Davis, g mgr; Adele K. Solit, prodn mgr. 
D’ARCY ADV. CO. 

Missouri Pacifie Bidg., zn 3 

H, K. Renfro, vp tv-rad dept; Robert Johnson, vp tv 
rad prodn. 

FRENCH ADV., INC. 

University Club Bidg., zn 3 

George Johnson, vp 

GARDNER ADV. CO. 

915 Olive St., an 1 

Ralph W. Vax k, prodn mer; Laney Lee, Stanley Wil- 
ten, Noel Digby. Don Kreger, writer-prods; May 
Kohler, Robert Johans, prodn sups. 

HARTOGENSIS ADV. CO. 

10406 Manchester Rd., zn 22 

Harold Harioxensis, p, copy chf; Jack ©. Kuhl, art 4 
HUFFMAN ADV. CO. 

Areade Bidg., zn 
Edna E Suermann. art d. 

CHRISTY HUMBURG ADV. 

P. 0. Box 151, Fenton 

Christy Humburg, o, ty-rad 42 

KELLY, ZANKNDT & KELLY 

2343 Hampton Ave. 

Robert W. Kelly, vp & sec; Fred J. Shannon, mktg d 
KILROY ADV. 

3608 S. Grand Ave., zn 18 

Roy Dinges, p; Ray Manning, vp; K. Lerraine, copy 
chf; Ollie Wrablik, art 4; Kay Burge, tv prod 
KRUPNICK & ASSOC... INC, 

508 N. Grand Ave. an 3 

Ray J. Armbruster, vp tv-rad; Sue Perkins, 
prodn; Gloria Horkits, tv-rad agcy-sta coord. 





tv-rad 





ROBERT IRIE, INC. 

1101 >. Brentwood Bivd., an 17 
Robert Lurie, p, te a. 

RICHARD C. LYNCH ADV. CO. 

7730 Carundelet Ave., zm 5 

James T. Miume, copy chf; Willard T. Bartlett 11 
asst copy chf; Stewart McCormack, art d 
AL MAESCHER ADV. 

235 S. Kemiston, zn 5 

Richard Derringer, prxdin mgr. 

PLESSNER & JOHNSON, INC. 

539 N. Grand Ave. an 3 

Robert EB. Jobn«on. p; George Robinson, sup 
RIDGEWAY-HIRSCH 

8012 Carondelet, zn 5 

Eleanor Werner, tv-rad d. 

EDITH ROEDDER ADV. CO 

818 Olive St. 

Edith A Roeader, o. 

ROMAN ADV. CO. 

309 N. Filth St. 

John Keeling, tv-rad. 

RUTLEDGE ADV. CO. 

1000 Market ™.. zn 1 

Granville Rutledge. p; Elliot BR. Dayies, John @G, 
Rutledge, Del Franklin, vps; George T. Gale, yp & 
creative d. 

SAVAN & HAMMERMAN ADYV., INC. 
2311 Hampton Ave. 

SEELIGC & «4. 

8147 Delmar Uled., zn 30 

Leon Seelig. p. 

GLEE R. STOCKER & ASSOC. 

721 Olive ™t.. an lt 

William Hl. Mulligardt, ty-rad d 
WEINTRAITH & ASSOC, 

111 S. Remi-ton, zn 8 

Hlershe! Frankel, art d. 

WINFIELD ADV. AGCY., INC. 

R012 Renheomme Rd. an 5 

Barbara Block, vp; Robert O. Scott, p 
WINTUSNERANDON CO, 

1015 Leenst St.. zn 3 

James D. Nevins, vp, creative d; Richard E. Fischer 
rad-tv d 

M. L. WINKETR CO. ADV. 

1000 Wa-hineten Ave. ma 1 

M. L. Winkler, p. tv-tad d 













































é John W. Garling, one of the world's 





John Garling says... 


LY ANIMATED ED 


O 
pbb 
nur 








year 


top twenty animators and Cannes 
Film Festival Animation Award 
winner, has joined Bandelier as ® 
Manager and Vice President. = 
Garling, formerly associated with = 
producers in England, South Africa = 
and for the past several years in : 
Hollywood, has worked on such = 
renowned cartoon series and com- =: 
mercials as: 
© Hamm's Beer 
© Rocky and 
His Friends 
© Popeye 
© Tootsie Rolls 
© Mr. Magoo 
. 
° 


Dick Tracy 
Sir Loin and 
The Dragon 
© Gillette 


DENVER 


Bandelier produces the best animation for 
the money, in the business. We believe this 
because clients say so, and keep coming back 


We work with the biggest, as well as smaller 
agencies. 
lower than you'll find anywhere. Our quality 
is the best and remains constantly at the 
highest level. 

Send us script or storyboard for quotation 






BANDELIER FILMS, 


Address All Correspondence to Main Office and Studio, 
1837 Lomas Blvd., N.E., Albuquerque, New Mexico 



























rE ror 2300! 


SHOT 35MM COLOR REDUCED TO I6MM 


after year! 


Our prices are at least one-third 


and see! 


INC. 
ALBUQUERQUE CHICAGO 
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NEBRASKA 


ALLEN & REYNOLDS, INC. 
3104 Farnam St., zn 31 
Lyle W. De Moss, vp ty-rad; Tom Mack, ty-rad prodn 


mgr. 
BOZELL & JACOBS 

510 Electric Bidg., zn 2 

Clair Gross, vp, ty-rad d; James Harker, vp tv 
prodn. 

DREVES-ARENDT & ASSOC., INC. 

1lll W. O. W. Bldg. 

William F. Arendt; Lee W. Dreves. 
GOODSELL-DAWSON ADV. 

3867 Leavenworth, zn 5 

John M. Goodsell, p. 

ADAM REINEMUND ADV. 

2207 N. S6th St., am 4 

Adam Reinemund, o. 

ZIMMERMAN ADV. 

923 Redick Tower, zn 2 

Brandt J. Zimmerman, Robert BE. Beebe. 


NEW YORK 


Albany 

DAVE FRIS ADY., INC. 

277 Lark St., zn 10 

Donald J. Moore, p. 

GOLDMAN & WALTERS ADV. 
19 Clinton Ave., zn 7 

Terry Hines, tv-rad d. 


Buffalo 

ALVIN ADV. CO. 

279 Longnecker St., zn 6 

Al Bennett, p. 

BARBER & DRULLARD, INC. 

633 Delaware Ave., zn 2 

Helen Newman, ae, tv-rad tb. 

BATTEN, BARTON, DURSTINE & OSBORN, INC. 
1614 Rand Bidg., zn 3 

Earl J. Ashcroft, copy chf; Robert Siemer, Robert 
Truckenbrod, art ds. 

AD BUSCH, INC. 

425 Franklin St., zn 2 

Charles Rohrbach, art d. 





— 





Film Productions Incorporated 33 West 46th Street 
New York 36, New York JUdson 2-3606 
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COMSTOCK & CO. 


Everett L. Thompson, < ty-rad dept; Howard C. 
Schellenberg, creative d; Robert F. Crawford, prod. 
ELLIS ADV. CO. 

Hotel Statler Hilton, zn 2 

Maxwell E. Ellis, vp tv prodn mgr; Beatrice Haniford, 
ty d. 

FLAGLER ADV., INC. 

170 Franklin St., xn 2 

Otello Manna, prodn mgr. 

GOTTHELF & WEIL, INC. 

47 W. Huron St., om 2 

Peter King, vp, tv d, ae; C. J. Ginther, prodn mgr. 
LIPPMAN ADY. ASSOC. 

Hotel Buffalo, zn 3 

Albert Lippman, p; Casey Palermo, Max Gross, exeo 
vps; John Hartung, prodn mgr; Arlene Cole, Sarah 
Jo Barth, Jack Greenfield, ty-rad prodn. 
MacLAUGHLIN ADV. 

466 Ellicott Sq., am 3 

F. R. MacLaughlin, o. 

MOSS-CHASE CO. 

425 Franklin St., a 2 

David N. Getman. 

RUMRILL CO. 

10 Lafayette Sq., zn 3 

John E, Stoller, ty-rad m sup; Robert P. Knechtel, 
ty-rad prodn sup. 


New York 

ADAMS & KEYES, INC. 

3 E. 54th St., zn 22 

James J. Freeman, g mgr. 

AD-VANTAGES, INC. 

500 Fifth Ave., zn 36 

A. Lewis King, p. 

ADVERTISING TRADE SERVICE, INC. 

303 Fifth Ave., zn 16 

Leon Gilbert, vp, prodn mgr, copy chf, mb, tal b; 
Robert Roth, art d. 

RALPH ALLUM CO., INC, 

660 Madison Ave., zn 22 

Ralph Allum, p; Gene Geary, prodn mgr. 
ALTMAN-STOLLER ADV., INC. 

254 W. 54th St., zn 19 

Si Muntner, prodn mgr; Lee Batlin, vp, art d; Joseph 
Nissen, art d; Lois Harman, copy chf. 

AMBER ADV., INC. 

1501 Broadway, zn 36 

Harry W. Graff, p; Mrs. Minerva Newmark, ae. 
ARKWRIGHT ADV. CO., INC. 

Time & Life Bldg., 1271 Ave. of Americas, 
zn 20 

Jack Wilcher, writer-prod; Thomas Mannos, prodn 
sup. 

ARPADI-SARETT ASSOC, 

45 E. 34th St., zn 16 

Arthur Brooks, copy chf, tv d; Maxwell S. Schwartz, 
art d. 

ASHE & ENGELMORE ADYV., INC. 

244 Madison Ave., zn 16 

Edward Rostock, vp, sr art d; Alice Moroz, copy chf; 
Gene Kuris, prodn mgr. 

ATLANTIC-BERNSTEIN ASSOC. 

655 Madison Ave., zn 21 

Julius Golden, copy chf; Arthur Abravanel, Don Wi! 
liams, aes, prodm mers. 

N. W. AYER & SON 

Time & Life Bldg., 1271 Ave. of Americas, zn 20 
T. H. Calhoun, vp prodn; W. J. Ratcliff, mgr c prodn; 
David Gudebrod, sup fim prodn; S. C. Zurich, sup live 
& tape; Chase, Demarest, Hanley, Horton, Harvey, 
DaClair, Manno, Penn, Scala, Stephens, Walshe, White, 
‘Wilbor, Williams, Zimmer, prods. 

HENRY BACH ASSOC, 

245 Fifth Ave., zn 16 

Henry Goldsmith, ae, prodn mgr. 

LYNN SAKER, INC. 

720 Fifth Ave., zn 19 

David Savage, vp, tv-rad d, 

G. M. BASFORD CO. 

60 E. 42nd St., zn 17 

Winsor Watson, vp, copy d; F. L. LeBenz, prodn mgr; 
Murray Fairbairn, ty prodn, 

BASS & CO., INC. 

132 W. 3lst St., mil 

Sydney Bass, p, ae, copy chf, pub d; David J. 
Gallagher, vp, prodn mgr. 

TED BATES & CO. 

666 Fifth Ave., zn 19 

Herbert Gunter, vp chg prodn ty-rad dept; William E. 
Watts, fim-tape prodn d; Zachary Schwartz, creative 
sup fim-tape c; Alfred Basso, Edward Carroll, Hal 
Douglas, Julius Edelman, Douglas Gabrielle, Les 
Goldman, Robert Harris, Lawrence Katz, Robert Mar- 
gulies, Gilbert Williams, fim-tape ¢ sups. 

BATTEN, BARTON, DURSTINE & OSBORN, INC. 
383 Madison Ave., zn 17 

Herminio Trayiesas, vp & mgr, ty-rad dept; Art 


Bellaire, vp chg ty-rad copy & prodn; Larry Berger, 
vp chg ty art; Mary Babcock, Chan Buck, Karl Fischer, 
Mal Thompson, Jack Zoller, Milton Bernstein, G. B. 
Buscemi, Nicholas DeMarco, Les Collins, Earl McNulty, 
Al Bialek, Hurley Parrish, ty fim prods; Bernie Haber, 
vp chg ty fim prodn; Mary Rudden, Diana Wenman, 
asst ty fim prods; Al Cantwell, vp chg live & vir prodn; 
Dorothy Winter, asst chg daytime ty prodn; John 
Dean, Roger Hinkley, Bill Jackson, Henry Monasch, 
Nancy Siff, Ray Teague, Joe DiBuono, Louis Georgaras, 
Everett Hart, live prods; Nan Marquand, casting hd. 
Vv. S. BECKER PRODUCTIONS 

551 Fifth Ave., zn 17 

Viola S. Becker, exec prod, tv-rad d, t & tal b. 
VICTOR A. BENNETT CO., INC. 

6 E. 45th St., zn 17 

Edward D. Kahn, vp, g¢ mer. 

BENTON & BOWLES, INC. 

666 Fifth Ave., zn 19 

Gordon Webber, vp, d@ bdest ec prodn; Ray Lind, vp, 
mgr ty ¢ prodn. 

BEN B. BLISS & CO. 

574 Fifth Ave., zn 36 

Donald Roth, prodn mgr; Helen Blair, copy chf. 
BROWN & CRANE 

630 Fifth Ave., zn 20 

Robert P. Crane Jr., p, creative d; Robert F. Kirby, 
prodnm mgr; Irving Weber, art d. 

M. B. BRUCKER CO., INC. 

48 W. 48th St., zn 36 

Joseph Hess, p ae; Saul Gaber, md, ty tal b; P. M. 
Sullivan, prodn mer. 

LEO BURNETT CO., INC. 

477 Madison Ave., zn 22 

Hooper White, mgr, c prodn; Frank Martello, Walter 
Sachs, c prods; Ron Richards, casting. 
CAMPBELL-EWALD CO. 

488 Madison Ave., zn 22 

Alfred J. Miranda III, hd ty dept, tv prod; Andy 
Doyle, Bruce Lofgren, ty prods. 


CAPLES CO. 

10 E, 40th St., zm 17 

Joseph A, Tery, vp, tv-rad; Ruth D. Folster. t & 
sp b 

CHARLES J. CHARNEY & CO., INC. 

101 W. SSth St., zn 19 

Emily Leeds, md. 

CHIRURG & CAIRNS, INC. 

130 E. 59th St. 

Channing M. Hadlock, tvy-rad d. 

COHEN & ALESHIRE 

41 E. 42nd St., zn 17 

Edward Aleshire, p; Elizabeth Black, md 

COLE, FISCHER & ROGOW 

660 Madison Ave., zn 21 

Arthur A. Fischer, chmn, md; Stanley Wilde, art d. 
WENDELL P. COLTON CO. 

750 Third Ave., zn 17 

Graham B. Wilson, copy chf; George C. Stengle, prodn 
mgr. 

COMPTON ADV., INC. 

625 Madison Ave., zn 22 

Frank Brandt, vp, hd dept; Paul Burggraf, dept mgr, 
prod; Frederic Cammann, Stan Dragoti, Edward Rizzo, 
John Nicholas, Martin Slattery, Marion Kraft, Ruth 
Davis, Peggy Gannon, prods; Frank Tortorelli, Sue 
Smitman, Robert Van Buren, asst prods. 
CO-ORDINATED MARKETING AGCY., INC. 
575 Lexington Ave., zn 22 

Lester L. Wolff, p; Arthur A. Pelty, vp; Walter Reed, 
prom d; Irving Herz, exec vp; Hilda Morse, copy- 
writer. 

CROMWELL ADV., INC. 

55 W. 42nd St., zn 36 

J. J. Pollack, p, treas, t & tal b; W. Carter, prodn 
mgr, art d. 

CUNNINGHAM & WALSH, INC. 

260 Madison Ave., zn 16 

Larry Baker, Robert. Burtis, fim prods; William La- 
cava, Sanford Levy, fim prods, pgmng ds; Edward F. 
Moore, bus mgr ty-rad dept; Richard B. Burton, art & 
ty prodn; Frederic Carney, ty prod; Jerry Gedney. 
John Milligan, Vernon Steffen, David Lyons, tv art ds, 
prods; A. C. Chevins. chg ty creative dept. 

CURTIS ADV. CO. 

One Park Ave., zn 16 

L. BR. Curtis, p; Edward H. Goodstein, copy, prodn 
mgr; David Nathan, ty-rad d. 
DANCER-FITZGERALD-SAMPLE, INC. 

347 Madison Ave., zn 17 

Norman Mathers, d; Joe Shaw, asst d; Peter K. Smith, 
Robert Johnson, Ernest Pittaro, Lee Davis, John Held, 
Sandy Semel, fim prods; Dave Davidow, live ty prodn 
sup; Ray Rossi, Bert Saperstein, live ty prods; Harry 
Hess, admin asst. 

DANIEL & CHARLES, INC. 

185 Madison Ave., zn 16 

Lincoln Diamant, vp chg tv-rad; Kermit Berger, asst 
ty d. 
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D'ARCY ADY. CO. 
430 Park Ave., zn 22 

Allen Ducovny, ty-rad d; Joseph Felice, Jack War- 
ren, Chuck Keilus, tv prods; Neil Wilder, pgm sup. 
HENRY L. DAVIS CO. 

230 W. 41st St., zn 36 

Henry L. Davis, o, copy chf, ty-rad d; Lou Asciutto, 
prodn mgr, art d, ae. 

EMIL J. DE DONATO, INC. 

209 Madison Ave., zn 17 

Jack D. Luchsinger, tv-rad d. 

DELPHI ADV., INC. 

1620 Gist St., Brooklyn, zn 4 

Walter Gusew, art d. 

DE PERRI ADV., ENC. 

141 E. 44th St., an 19 

Walter Swift, copy chf. 

DILLON-COUSINS & ASSOC., INC. 

S00 Fifth Ave., zn 36 

Enrique Loynaz, creative d. 

DOHERTY, CLIFFORD, STEERS & SHENFIELD 
530 Fifth Ave., zn 36 

Russell H. Ford, vp ty-rad; Gene Bassin, Chuck Hy 
man, Warren Freedman, George Lawrence, Arnold 
Leeds, tv-rad prods. 

DONAHUE & COE, INC, 

Time & Life Bldg., 

1271 Ave. of Americas, zn 20 

Carl Rigrod, vp ¢ mer tv-rad, motion pics; Joseph 
Lamneck, exeo prod; BDvelyn Jones, bus mer. 

WwW. B. DONER & CO. 

400 Madison Ave., zn 17 

Harry Fleischmann, prodn mgr. 

DOREMUS & CO. 

120 Broadway, zn 17 

Vincent H. Coryell Jr., ty prodn d; Bettie Sue Flynn, 
Ronnie Levine, prodn assts; Jennifer M. Ryan, assoc. 
prod; T. Alexander Benn, vp tv prodn. 

DOYLE DANE BERNBACH, INC. 

20 W. 43rd St., zn 36 

Don Trevor, ty-rad d; Ernest Hartman, John Capsis, 
Dick Feldman, Bob Warner, Joan Walker, prods. 
MONROE F. DREHER, INC, 

80 Rocketeller Plaza, zn 20 

John Thayer, tv-rad prodn d. 

EHRLICH, NEUWIRTH & SOBO, INC. 

210 Madison Ave., zn 16 

Roslyn Seides, copy chf; Robert Weisser, prodn mer. 
ELLINGTON & CO. 

535 Fifth Ave., zn 17 








A. Burke Crotty, vp ty & rad; Warren Brooks, prodn 


mer. 

CORTEZ F. ENLOE, INC. 

551 Fifth Ave., zn 17 

Peter Vogel, prodm d; William H. Oakley Jr., vp 
creative affairs. 


ERWIN WASEY, RUTHRAUFF & RYAN 

711 Third Ave., zn 17 

Rollo Hunter, vp, ty-rad d; Havis Medwick, asst ty-rad 
a; Jack Schwartz, prodn mgr; Vie Watson, prod. 
WILLIAM ESTY CO. 

100 E. 42nd St., zn 17 

Joseph S. Forest, vp ty-rad e¢ dept; Donald 8S. Devor. 
vp, mus d; Robert Nash, mus prod; Charles Kinney, 
casting d; Walter King, Robert Steel, Charles Kam- 
bourian, Robert Badenhausen, Paul Martin, Joseph 
Cinelli, Charles Jilnicki, John Sircus, James Mc- 
Award, ty c prods; Arline Lunny, red prod; Robert 
Finn, bus mgr. 

ETTINGER ADV. 

320 Fifth Ave., zn 1 

Lela Kovener, copy chf; Martin Diamond, prodn mer. 
FAIRFAX, INC. 

270 Madison Ave., zn 16 

Stanley I. Fishel, exee vp, ae; James W. Fishel, vp. 
ae; Adele Kanter, asst ae. 

FOOTE, CONE & BELDING, INC. 

257 Park Ave., zn 17 

Gordon Kolunbach, Thomas McDonnell, Robert Steen, 
Henry Hull Jr., Ted Storb, Richard Wotring, ¢ prodn 
sups; Roger Pryor, vp, natl bdest prod; Raymond A. 
Betuel, ty art d. 

ALBERT FRANK-GUENTHER LAW, INC. 

131 Cedar St., zn 6 

Robert W. Day, vp, tv-rad dept; Brooks Clift, tv c prod 
da; Lawrence Butner, mer, tb. 
FREDERICK-CLINTON CO. 

545 Fifth Ave., zn 17 

Harold S. Rieff, p, treas, tv-rad d, t & tal b; Edward 
Gambale, vp. 

FRIEND-REISS ADV. 

221 W. S7th St., zn 19 

Bill Reese, tv-rad d. 

L. W. FROHLICH & CO., INC. 

34 E,. Slst St., zn 22 

Edwin R. Rooney Jr, d tv, fim, rad dept 

FULLER & SMITH & ROSS 

666 Fifth Ava.. zn 19 

Ed Mahoney, vp, mgr tv-rad; Hoyt Allen, exec prod 


Animation 


Center 











COMMERCIAL ANIMATION .. . 


CONSULTANTS ... 


CREATIVE PRODUCTION .. . 


A Division of 


tv-rad; Catherine Ames, George Turner, ty-rad prods; 
George Wyland, grp creative d, ty-rad; Phil Bashara, 
Evans Webb, ty-rad asst prods. 

GALBRAITH, HOFFMAN & ROGERS, INC. 

29 W. S6th St., en 19 

Ernest K .Schultz Jr., tv-rad d 

GARDEN ADV. CO. 

370 Lexington Ave., zn 17 

John ©. Roche, yp, creative d; Arthur A. Bindrim, 
prodn mgr. 

FRED GARDNER CO. 

50 E. 42nd St., zn 17 

Harry Lotufo, vp. 

RALPH D. GARDNER ADV. 

745 Fifth Ave., zn 22 

Ralph D. Gardner, p, ae; Allan Schwartzberg, tb. 
ROY GARN CO. 

35 W. 43rd St., an 36 

Gene Kalvar, prod; Bernard George, chg animation 
GAYNOR & DUCAS, INC. 

850 Third Ave., zm 22 

Robert Nueser. 

GEYER, MOREY, MADDEN & BALLARD 

595 Madison Ave., zn 22 

LeRoy A. Emmerich, tv-rad prodn mar; Joseph Danis, 
Lee Rothberg, ty-rad prods; Donald Mcguinn, tvy-rad 
bus mgr; Barbara Ossola, tv-rad prodn east. 


GIBRALTAR ADV. 

17 East 45th St., zn 17 

Ronald Dawson, tv-rad d. 
COTHAM-VLADIMIR ADV., INC. 
342 Madison Ave., zn 17 

William V. Ricglane, vp, art & prodn sup 
GRANT ADV., INC. 

711 Third Ave., zn 17 

Jack Sharp, prod; Mrs. Lee Platt, asst prod; R. C 
Mack, vp ty-rad. 

MONROE GREENTHAL CO. 

595 Madison Ave., zn 22 

Norman Trell, md; Harvey Schulman, tv. 


GREY ADV. 

430 Park Ave. 

Alfred Eollender, exeo vp, hd tv-rad; Wm. Craig, vp 
chg pemng; Eugene Accas, vp chg net rel; Catherine 
Pitts, Jim Somers, T. G. Brennen Jr., J. Zimmer, J. 
Kacin, E. Walling, prods; Sidney Hertzel, ty-rad bus 


mgr; Claudia Walden, ty casting d. 


LAWRENCE C. GUMBINNER ADV. 
655 Madison Ave., zn 21 








FELIX THE CAT CREATIONS, INC. 
355 LEXINGTON AVE. ¢ NEW YORK 17, N. Y. 
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How to Turn 
a ‘5% Raise into 
a‘1000 Bonus 





WHAT SHOULD HE DO WITH AN EXTRA $5 
He can spend it, of course. But, if he 
buys a $25.00 U.S. Savings Bond 
each month for 40 months with his 
$5 a week raise, he is going to have 
Bonds worth $1,000. 
Wishing won’t turn a $5 a week 
raise into a $1,000 bonus, but 
it’s easy to do. If you take that 
$5 raise and put it into US. 
Savings Bonds you can buy a 
$25.00 Bond a month (cost 
$18.75) and have money left 
over. If you keep buying one 
of these Konds a month for 40 
months you'll have your big 
bonus—Bonds worth $1,000 at 
maturity. 
Why U.S. Savings Bonds are 
such a good way to save 


« You can save automatically 
with the Payroll Savings Plan. « 
You now earn 334% interest to 
maturity. - You invest without 
risk under U.S. Government guar- 
antee. - Your money can’t be lost 
or stolen. - You can get your 
money, with interest, anytime 
you want it. - You save more 
than money; you help your Gov- 
ernment pay for peace. - You can 
buy Bondswhere youworkorbank. 


You save more than money 
with U.S. Savings Bonds 


The U.S. Government does not pay for 


this advertising. The Treasury Depart- € 


ment thanks The Advertising Council 
and this magazine for their patriotic 
donation. 


a 
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Paul G. Gumbinner, vp, tv-rad; Hugh Cohn, asst d 
tv-rad dept; Michael Sassanoif, tv creative d; Murton 
Kasman, Ed Kenner, prods. 


GUTH, FRANCIS & RICHARDS 

1775 Broadway, zn 19 

Edwin J. Schwartz, vp. 

LESTER HARRISON, INC. 

210 E. SOth St., en 22 

Jefferson D. Herrman, tv-rad d. 

MILTON HERDER ADV., INC. 

S35 W. 42nd St., zn 36 

Addie Olkes, prodn mar. 

J. M. HICKERSON INC. 

St Fifth Ave. an 17 

William A. Miller, mid. 

NICKS & GREIST, INC. 

S55 Fifth Ave., en 17 

Vincent J. Daraio, vp, tv-rad; John A. Donnelly, exec 
prod. 

HOCKADAY ASSOC.,, INC. 

201 E. S7th St., zn 22 

Alvin Chereskin, exec vp, art d; Michael de Leo, vp, 
art d; Glenn MoCaskey, prodn mer; Cele Singer, tv 
prod; Mike Marzuk, md. 

MELVIN A. HOFFMAN, INC. 

55 N. Broadway, Hicksville, L. 1. 

Melvin A. Hoffman, p. 

E. T. HOWARD CO., INC. 

40 E. 4%h St., an 17 

Robert Tenny, vp. copy chf: George Consentino, prodn 
mgr; Chris Kaestner, art d. 

CHARLES W. HOYT CO., INC. 

BHO Madi-on Ave. an 17 
Thomas A. Les Jr., tv-rad d; 
mgr, tv-rad. 

JOSEPH JACOBS ORGANIZATION, INC. 
312 Madison Ave. zn 17 
Joseph H. Winters, copy chf; 
mgr. 

M. J. JACOBS, INC, 

303 W. t2nd St.. zn 36 
Seymour Davis, preain mgr. art d. 
ROBERT LOUIS JOUNS ADV. 
225 W. Sith St.. zn I 

Leonard Coplen, tv-rad d, fim prodn. 
MYRON JONAS CO. 
154 Nax<ae St.. zn 33 
Myron Jonas, ae 
KAMENY ASSOC, INC. 
2 W. 45th St., azn 36 
Seymour Kameny. chmn, 





Valerie O’Brien traff 


Leonard Kutz, prodn 


Fred Newman, 
copy chf, ae: Gil William E-zan, 
prodn mgr; Vernon Delston, tv-rad d; Allen Schneider, 
flm profén 4 

ROBERT B. KANE ADV., INC. 

271 Madi-on Ave. 

John S David.on, mer. 

KASTOR UILTON CHESLEY CLIFFORD & 
ATHERTON 

575 Lexington Ave. zn 22 

John V°. Atherton. vp. 4 tv-red e proen, tal bh: Inies 
Bundgus, vp ch¢e tv-rad; Richard King. ty-rald d: 
Don MeAree, tv art d; Nancy J. Yost, casting. 
JOSEPH KATZ CO. 

S55 Fifth Ave. zn 17 


ereative d; 
Laufmen, art d; 


James Shelby, tv-rad d; Alice Volver Biviano, assoc 
tv-rad a. 

KENYON & ECKHARDT, INC. 

217 Park Ave. en 17 

Francis 11, Amy, Dirk Content, Max Glenbard, B'ake 
Johnson, Edward Murphy, Larry Semon, Richard 
Whitson, prods; Andrew L. Daca, Betty Levitt, asst 


prods; William D. Gergan, Larry Parker, Leon Roth 
berg, Marshall Rothen, prodn sups. 
KETCHUM, MacLEOn & GROVE, INC. 
733 Third Ave., zn 17 
Lansine B Lindquist, vp che bdest & m; Donald Fox 
prod; Edgar J. Dona!dson, yp, ty d. 
Cc. K. KONDLA ADV. 
20 W. 43rd St., zn 36 
C. K. Kondla. o. 
KUDNER AGCY, INC. 
5 Madison Ave.. zn 22 
tv-rad_ prodn; 






Clem 
Marie 


Edgar C. Kahn, d. Richard W. 
mer, asst d tv-rad prodn; Har Davis, tv prod: 
Lindberg, asst prod; David Elliott, ae. 
RICHARD LA FOND APV., INC. 

655 Madiser Ave. an 21 

A. Colin, prodn mgr; C. Bauer, art d. 
LAMBERT & FEASLEY, INC. 

130 Park Ave. zn 22 

Stephen R. Otis, R. Stewart Garner, Hal C. 
son, ty-rad a sups 

A. B. LANDAU, ENC, 

239 Fourth Ave., zn 3 


Thomp 


Joel Ganbe, copy cm. 

ERBERTO LANDI ADV. CO. 

833 seventh Ave., zn 19 

Erberto Landi, 0. 

PHILIP J. LANE ADV. 

667 Madisen Ave., zn 2) 

Philip J. Lane, o, 

Cc. J. LAROCHE & CO. 

S75 Lexington Ave., zn 22 

day Bottomly, vp, mer tv prodn; Peter Tomlinson, tv 
art d; Frank Dennis, sup tv ¢ copy; Tom Lewis, vp 
chg tv-rad, 

LEBER & KATZ, INC. 

625 Madison Ave., zn 22 

Murray A. Valenstein, tv-rad prodn ad 

MACK LEBLANG CO., INC, 

720 Fifth Ave., an 19 

Mack Leblang. p. 

AL PAUL LEFTON CQO, 

71 Vanderbilt Ave., an 17 

Jack Creamer, d tv-rad dept; Charlotte Armstrong, tv 
prod. 

LENNEN & NEWELL, INC. 

380 Madison Ave.. zn 17 

Tony Pen, hd tvy-rad e prodn; Bruce Allen, Phil 
Mathias, Jack Strang, Jim Walsh, Bud Ehrlich, Jim 
Hareson, John Edgerton, Gene Robins, Lou Florence, 
Sean Morrison, prods; Drew Andreotta, Sam Cernl, 
asst prods. 

S. R. LEON CO. 

119 W. S7tk St... zn 19 

M. Brookmeyer, exee rp. 

LOEWY, STEMPEL, ZABIN, INC. 

425 Park Ave. So. 

Irving Stempel. art d, ae. 

LOMAS, FOSTER, RODIN & CO. 

30 Rockefeller Plaza, zn 20 

Deborah Lane 

LUBELL. ADV. ASSOC, 

312 Mardixen Ave. zn 17 

George Gottridge. vp, copy chf; Paul Slaughter, art d. 


LUCERNA CO. 


17 EK. tith St. zn 17 

Emanuel! Goldman, p, ty-rad d; M. Lewis Lacher, 
prodn mgr 

MacMANUS, JOUN & ADAMS 

41t Ma.lisen (ve. zn 22 

Frank I. Wibas, exec prod ty-rad cept; Mark 
Lawrence, vp tv-rad 


RICHARD K. MANOPF, INC, 
Ase... za 22 


creative d; 


575 Lexinzton 
James N Ilarvey, vp 
preain mer 

MARK, SIMEON & RENARD, INC. 
317 Fifth Ave. zn 16 

J. dabions 
ROBERT VM. MARKS CO. 

32 EF. STth St.. vm 22 

Donald Berard art 

MARSTELLER. RICKARD, GCERIARDT & REED 
RN Seeand Vve. en 17 

Jack Monge. prodn mgr; L. A. Magnani, art d. 

J. MV. MVATHES. ENG, 

260 Vase nm Ave. yn 16 

Roy Passman, vp. tv-rad d; Albert Morrison, assoc tv- 
rad d; Frank Huber. prodn sup 

MAURY. TEE & MARSIALL 

250 Vifth Ave. vn t 

Maury Bergman, o, tv-rad t & tal b, ae; 
Mooney, ty d 


John R. MeCann. 


prein mer 





Hugh 
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MAXON, INC. 

12 E. S3rd St., en 22 

Allen Hodshire, Victor Kenyon, vps; Richard Barlow, 
William W. Lewis, John BR. McKinney, Joel Nixon. 
McCANN-ERICKSON, INC. 

485 Lexington Ave., zn 17 

Robert Dall’Acqua, d tv-rad ¢ prodn; James Manilla, 
Robert Milford, Harold Mathews, George Weber, John 
Westing, William Workman, Chet Gierlach, Peter 
Spier, Neil Tardio, ty-rad ¢ prods. 
MeCANN-MARSCHALK CO. 

Time & Life Bldg., 1271 Ave. of Americas, 
zn 20 

Glen Bammann, hd ty-rad pgmng & prodn; Paul Blu- 
stain, ty prod; David Freyss, bus mgr. 

METLIS & LEBOW CORP. 

200 W. S7th St., zn 19 

Stevens P. Jackson, ty d; Harry Alleva, ty prod-d. 
MOHR & EICOFF, INC. 

400 Madison Ave., zn 17 

Dan Rubin, vp, ty, fim, rad, ytr prod-d. 

MOGUL WILLIAMS & SAYLOR, INC. 

625 Madison Ave., zn 22 

Leslie Dunier, vp, tv-rad d; Jim Lichtman, tv d, 
prod. 

MORSE INTERNATIONAL 

122 E. 42nd St., an 17 

C. Buffington, tv-rad prodn d; J. Harkey, asst ty-rad 
prodn d. 

NATIONAL EXPORT ADV. SERVICE 

405 Lexington Ave., zn 17 

Jerome B. Kates, tv-rad d 

NEEDHAM, LOUIS & BRORBY 

730 Fifth Ave., zn 19 

M. E. Kinnan, tv-rad sup. 

NEMAROW ADV. 

299 Madison Ave., zn 17 

Forrest Cooper, art d. 

ALBERT SIDNEY NOBLE 

52 Vanderbilt Ave., zn 17 

A. S. Noble, p, creative d; A. A. Swenson, tv-rad 
prodn. 

NORMAN, CRAIG & KUMMEL 

488 Madison Ave., zn 22 

Walter A. Tibbals, vp, d bdest optns; Wm. B. Mosely, 
d bdest ec prodm; M. Marx, casting d; Leonard V. 
Koch, bdest bus mgr; H. Rosen, R. Krivacsy, ty art ds; 
B. McGuineas, W. Garrity, ¢ prods; W. Dochterman, 
bdest coord; J. White, bdest coord (W. Coast). 
NORTH ADV., INC. 

16 E. 40th St., zn 16 

Herbert H. Strauss, prodn mgr tv-rad. 

OGILVY, BENSON & MATHER 

2 E. 48th St., zn 17 

Newt Mitzman, vp, dc prodn; Henry Bate, Chet 
Maxwell, Ken Shaw, sr prods; Hal Burdick Jr., 
S. Willis Wright, Robert Glatzer, prods 

REGINA OVESEY, INC. 

244 E. 58th St., zn 22 

M. Fireman, art d 

PAPERT, KOENIG, LOIS, INC. 

375 Park Ave., zn 22 

Julian Koenig, p; Mike Chappell, ty-rad d; Jannice 
Bryant, asst ty-rad d. 

PARKSON ADV. 

400 Park Ave., zn 22 

Don Blauhut, vp, tv-rad d; Helen Lawin, tv optns 
mer. 

W. MONTAGUE PEARSALL 

30 Vesey St., zn 7 

Walter Montague Pearsall, o. 

PICARD ADV., INC. 

655 Madison Ave., zn 21 
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Charles Fuller, tv ad; Charles Bauer, art d. 
PLATT & O'DONNELL ADV. 

7 E. 44th St., zn 17 

Thomas F. Cosgrove, vp; Kenneth Groesbeck, g mgr. 
JOSEPH PORRO ADV. 

580 Fifth Ave., zn 36 

Joseph Porro, p & ty-rad sup. 

JULES POWER PRODUCTIONS 

9 E. 75th St., a 21 

duies Power, p; Daniel Wilson, pros 

PRODUCT SERVICES, INC. 

17 E. 45th St., zn 17 

Richard De Maio, ¢ fim prod. 

QBA ADV. BUREAU 

120 W. 42nd St., zn 36 

Eugene Nicolait Jr., tv-rad d. 

KENNETH RADER ADV. 

18 W. S6th St., am 19 

Kenneth Rader, p; Arthur Briskin, vp chg tv-rad; 
Madeline Allison, ty-rad tb. 

REACH, McCLINTON & CO. 

505 Park Ave., zn 22 

Werner Michel, vp; James K. Graham, James Young, 
Merl Bloom, prods. 

JOSEPH REISS ASSOC. 

210 Fifth Ave., zn 10 

Cecile B. Reiss, pt. 

FLETCHER RICHARDS, CALKINS & HOLDEN 
730 Fifth Ave., zm 19 

S&S. J. Frolick, sr vp, ty-rad d; William Vance, ty- 
rad copy, prodn chf; Bob Nugent, Steve Roppolo, 
tv-rad writer-prods; Vic Miranda, tvy-art d. 
ROCKMORE CoO. 

575 Lexington Ave., zn 22 

Harry Pesin, copy chf; Sydney J. Cohn, prodn mgr; 
Charles L. Lewin, vp chg tv-rad, ae. 
ROSE-MARTIN INC, 

3 W. S7th St., zn 19 

Yernard Glasgow, art d. 

BEN SACKHEIM, INC. 

2 W. 59th St., zn 19 

William Pitts, vp, tv-rad; Joe Battaglia, bdest & 
prodn sup; Dan Soloman, traff mgr. 

MAXWELL SACKHEIM-FRANKLIN BRUCK, INC. 
545 Madison Ave., zn 22 

Ron Romano, tv-tad prod. 

SANGER-FUNNELL, INC. 

355 Lexington Ave., zn 17 

Robert lL. Neff, Robert L. Starski, vps. 

FRANK B. SAWDON, INC. 

60 E. 56th St., zn 22 

John Paul Jones, ty-rad d; Ardian Rodner, vp. 
CHARLES SCHLAIFER & CO. 

4 W. S8th St., zn 19 

John Cioppa, prodn mer. 

SCHNEIDER-STOGEL CO. 

286 Fifth Ave., zn 1 

David Schneider, p, copy chf; Philip Stogel, exec vp, 
art d; Ely Basil, prodn mgr, art sup 
SCHOEN COORDINATED ADV., INC. 

820 Greenwich St., zn 14 

Betty-Anne Schoen, tv ¢ prod 

SCHWAB, BEATTY & PORTER, INC. 

660 Madison Ave., zn 2i 

G. C. Violante, vp, copy sup; Norman C. Wingert, vp. 
prodn mgr; A. J. Geyer, vp, art d. 

WILLIAM G. SEIDENBAUM & CO., INC, 

267 Fifth Ave., zn 16 

William G. Seidenbaum, p. 

SHELDON FREDERICKS ADV. ASSOC., INC. 
71 Vanderbilt Ave., zn 17 

Sheldon 0. Schwartz, exec vp, ae, art d; Laurence C. 
Bassett, creative d. 
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HAROLD J. SIESEL CO., INC. 

216 E. 49th St., zn 17 

Leonard M. Scherer, vp, creative d; Mort Friend, 
prodn mgr; Si Friedman, art d; Dan Siesel, tb. 
SMITH & DORIAN, INC. 

256 E. 49th St., an 17 

Gerald J. Kaufman, tv prod. 

SMITH-GREENLAND CO., INC. 

666 Fifth Ave., zn 19 

Murray Klein, Peter Weinberg. Murray Platte. 
JOSEPH I. SONNENREICH 

205 W. 89th St. 

Joseph I. Sonnenreich. 

RAYMOND SPECTOR CO., INC. 

445 Park Ave., zn 22 

Irving Trabich, art d; Bernard Ladin, prodn mgr. 

G. T. STANLEY 

19 W. 44th St., zn 36 

Stanley Wiener, p; Marjorie Cleland, md. 

WILLIAM STEINER ASSOC., INC. 

42 E. 64th St., zn 21 

Renee Kaplan, vp. 

STREET & FINNEY 

45 W. 15th St., zn 36 

Lyman B. Cooper, art d; John DeBenham, tv prod; 
Marjorie Camp, Charles Reges, Howard Miller, Janet 
Price, copywriters. 

SUDLER & HENNESSEY, INC, 

130 E. 59th St., zn 22 

Hal Davis, tv-rad d. 

SULLIVAN, STAUFFER, COLWELL & 

BAYLES, INC, 

575 Lexington Ave., zn 22 

Harry Ommerle Sr., yp, ty-rad; Philip H. Cohen, vp. 
tv-rad d; Frank Reed, vp, tv-rad bus mer; Tom 
Vietor, James Hayes, Rodney Albright, John Cole, 
vps; Nick Albano, Warren Bryan, Don Harrington, 
Perry Harten, H. G. Kelley, ty prods. 
TATHAM-LAIRD, INC. 

444 Madison Ave., zn 22 

Chester Kulesza, chg c prodn; Dixie Thompson, Paul 
Field, prods. 

J. WALTER THOMPSON CO. 

420 Lexington Ave., zm 17 

Harry Herrman, Maury Holland, Harry Treleaven, 
Donald Widlund, vps; Alan Anderson, Robert Carl- 
son, Paul deMonterice, John Donnelly, Lou Giacobbe, 
William Gibbs, Marie Gordon, Charles Green, Matthew 
Harlib, John Keown, Arthur Kling, Robert Krone- 
berg, Robert Kuhn, Al Leftwich, Morton Levin, Carol 
Lushear, James Marshutz, John Marsh, Byron Me- 
Kinney; Ernie Motyl, Bob Richardson, John Scarola, 
Lewis Schwartz, Al Scott, Paul Todd, Wm. Whited, 
Sidney Woloshin. 

THOMPSON-KOCH CO., INC. 

1450 Broadway, zn 18 

William W. Madill, vp, a sup; George Deins, vp, 
copy chf; Robert J. Bohman, vp, art d 

THE HOUSE OF TWISS, INC, 

355 Fifth Ave., zn 17 

Howard B. Hayward, vp 

VICTOR & RICHARDS 

565 Fifth Ave., zn 17 

Vie Lindeman Jr., prod; Lucille Widener, hd tb; 
Alan Sands, prod-ae. 

J. FRANKLYN VIOLA & CO. 

152 W. 42nd St., zn 36 

Paul Mills, tv d. 

W. L. VOMACK, INC, 

1723 Jerome Ave., Brooklyn, zn 35 

Rene Lee, produ mgr, art d; John Vomack, ty-rad d, 
t & tal b. 

FRANK VOS & CO., INC. 

3 W. S7th St., zn 19 

Guy H. Papale, vp. 

WARWICK & LEGLER 

375 Park Ave., zn 22 

Andrew V. Christian, vp chg ec prodn; Benjamin 
Colarossi, Ethel Jensen, Robert Catalano, D. Richard 
Goshin, prods. 

WATERMAN-GETZ ADV. 

370 Lexington Ave., zn 17 

Harriette Waterman, chmn bd, copy chf, ae; John 
Haines, art & prodn mer. 

WEBB ASSOC, 

8 W. 40th St., am 18 
Bernard J. Schiff, p; 
H. Kriss, tv prod. 
WEISS & GELLER, INC. 

400 Madison Ave., zn 17 
Lawrence Wisser, sr vp, creative d; 
"exec vp; George De Vito, asst prod. 
WESLEY ASSOC. 

630 Fifth Ave., zn 20 

Charles M. Amory, tv-rad d; Robert Rehbock, tv- 
rad prodn sup. 

WEXTON CO. 

444 Madison Ave., zn 22 

Harvey Kahn, tv-rad sup 


Elaine B. Hudson, ty d; Lee 
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ROBERT WHITEHALL, INC. 
87 W. S7th St., an 19 

Alan Charles, md. 

WILDRICK & MILLER, INC, 
1 Rockefeller Plaza, zn 20 
Edward H. Blohm, G. B. Borden, prodn mgrs; Herb 
Hands, tv d; E. F. Ramsteck, art d. 

WALTER WILEY ADV., INC. 

29 Pearl SX., an 4 

Jerome K. Kanner, vp, tv d; Dorothy F. Wiley, tv b. 
WORTMAN, BARTON & RUSSELL, INC. 

345 Madison Ave., zn 17 

Elbert B. M. Wortman, p; Frederick G. Smith III, 
exec vp, pr; L. Alice Searfoss, md. 

YOUNG & xUBICAM, INC. 

285 Madison Ave., zn 17 

Jack Sidebotham, vp & d ty c art & prodn; Fred Frost, 
ty c art & prodn; Carl Sturges, asst mgr; Leita 
Thompson, Alice Scott, prodn estimators; Pyrmen 
Smith, Robert Waters, James Walsh, sr film prods; 
John DiSesa, Charles Price, Thomas Ford, Ted Sterb, 
Barbara Lane, Edward Greene Jr., Ralph Ward, Harry 
Hicks, Chet Novich, film prods; Richard Saunders, 
sr prod live prodn; Roger Brann, Walter Eckley, Leon 
McNamara, Reilly Nail, James Lindemuth, Walter Berg- 
quist, Robert Warner, Paul Nemiroff, George Coroneos, 
Gene Hudson, William Gillette, prods live prodn. 

L. D. ZETLIN & CO. 

630 Third Ave., zn 17 

L. D. Zetlin, p; BR. Alvo, prodn mgr; J. Ernest asst 
prodn mgr. 

ZLOWE CO., INC, 

770 Lexington Ave., zn 21 

Milton Sutton, vp, creative d; Don Sheerin, hd ty 
prodn; Joe Goldberg, art d; Bernie Spiro, prodn mgr. 


Schenectady 

JOHN L. HALPIN ADV. 

277 State St., zn 5 

gonn L. Halpin, Marion G. Halpin, pts. 
GEORGE R. NELSON, INC. 

208 State St., zn 5 

Robert B. Stone, tv d. 


Syracuse 

BARLOW ADV. 

742 James St., zn 1 

H. C. Millard, vp, art d; Marcus I. Hughes, vp, 
prodn mer. 

CONKLIN, LABS & BEBEE, INC. 

433 S. Warren St., zn 2 

Leon Michel, creative d. 

COOLICAN, COE & COOLICAN, INC. 

216 Denison Bidg., zn 2 

William LeMon, tvy-rad d; Frank Martorelli. 
FELLOWS ADV. 

511 E. Fayette St., zn 3 

Madeline Clark, copy chf; David Robert, prodn mgr; 
James Gridley, art d. 

SILVERMAN ADV. 

210 Paramount Bldg. 

Arthur Silverman, p. 

SPITZ ADV., INC. 

530 Oak St., zn 3 

Peter Penizotto, copy chf; Frederic Berg, art d; Bob 
Sawyer, tv-rad d. 


NORTH CAROLINA 


Charlotte 

AYER & GILLETT, INC. 

1815 Park Dr., zn 4 

Beth Laney Smith, Charles B. Seward, James Webb 
Jr., aes; Jerry Hendrick, creative da; Riggs Luther, 
script writer; Mrs. Joyce Clark, tb. 

BOETTIGCER & SUMMERS 

121 E. Third St. 

Audrey M. Summers, pt. 

KINCAID ADV. 

101 Queens Rd., zn 4 

Cc. A. Kincaid, p; Fran Swartzlander, yp; Bea Stetler, 
sec. 

WALTER J. KLEIN CO., INC. 
1214 Elizabeth Ave., zn 4 
Dorothy Goldfarb, sec. copy chf; 
prodn mgr; Charles Johnson, tv d. 


Billy Lineberger, 


Greensboro 

BRADHAM & CO. 

Piedmont Bldg. 

George W. Bradham, p. 

HEGE, MIDDLETON & NEAL 

1304 Battleground, Box 9437 

Jerry Conrad, Fran McMurray, ty-rad ds. 


Winston-Salem 

LONG-HAYMES ADV. 

421 Summit St. 

Curtis E. Long, Joseph A. Haymes, Austin H. Carr, 
& sups. 


Cincinnati 

ROBERT ACOMB, INC. 

444 E. Fifth St., m 2 

W. H. Rand, prodn mer. 

FARSON, HUFF & NORTHLICH 

700 Terrace Hilton Bidg., zn 2 

John J. Robinson, vp; Bernard Pawlus, ty d. 


HERBERT FLAIG ADV. 
703 Provident Bank Bidg., =m 3 


Audrey Stigler, tv-rad d. 
WILLIAM L. HOLLAND AGCY. 
2530 Auburn Ave. 

Earl L. Holland, o. 

RALPH H. JONES CO. 


3100 Carew Tower, zn 2 
Edward 0. Carder, d fim & transcript dept. 


KEELOR & STITES CO. 


Arthur A. Radkey, vp, ty d; David J. Clarke, asst tv 


318 Broadway, zn 2 


a. 


Ted Menderson, p; Hank Marowitz, Bruce H. Boyers, 


TED MENDERSON CO. 
1077 Celestial St., zn 2 


ty bs. 


RICHARD F. PECK AGCY, INC. 
410 Mercantile Library Bidg., zn 2 
Tom Murphy, vp, creative d. 
PERRY-BROWN, INt. 

2831 Vernon Pl., zn 19 


Robert J. Wilkins, E. J. Doran, Thomas A. Murphy, 
aes; Bertha Smith, md; Sprague Mullikin, vp. 


WILLIAM SAVAGE & CO. 
805 Fountain Square Bidg., zn 2 


Thomas McDonough, copy chf; Larry Deutenberg, art .1 


SCHINDLER-HOWARD ADV. AGCY., INC. 
530 Maxwell Ave., zn 19 

Art Hirsch, tv-rad d. 

LEWIS W. SELMEIER CO. 

811 Race St., zn 2 

Lewis W. Selmeier, p. 

LEONARD M. SIVE ASSOC. 

712 Broadway, zn 2 

Vv. E. Dwyer, art d. 
STOCKTON-WEST-BURKHART 
1303 First Natl Bank Bldg., zn 2 
Gary Lee, ty-rad prod. 





STRAUCHEN & McKIM, INC. 
1420 E. MeMillan St., zn 6 
Holmes E. Leed, tv-rad d; Jack D. Gifford, copy chf 


Cleveland 


ALLIED ADV. AGCY. 

Standard Bldg., zn 13 

Thomas Shem, mktg d. 

BAISCH ADV. 

3101 Euclid Ave., am 15 

Roman Drake, art d. 

BAYLESS-KERR CO. 

1166 Hanna Bidg., zn 15 

Harrison A. Bush, art d; Theodore BR. Gymer 
mgr. 

RALPH BING ADV. CO. 

2063 E. Fourth St., em 15 

Ralph 8. Bing, tv-rad 4. 

DUFFY, McCLURE & WILDER, INC. 
400 Lincoln Bidg., zn 14 

B. D. Spofford, yp; Gladys Kopf, a coord. 
FULLER & SMITH & ROSS 

55 Publie Square 


John James, d ty-rad, fims; John Sallay, mgr ty-rad 


fims. 

GATES-BOURGEOIS ADV. 

3515 Prospect Ave., zn 15 

Charles Heminger, p‘, tb; Russell Bourgeois, pt 
GERST, SYLVESTER & WALSH, INC. 
3113 Prospect Ave., =m 15 

Trudi Schluembach, tv-rad d. 

GREGORY & HOUSE & JANSEN, INC. 
1621 Euclid Ave., zm 15 

Honor Gregory. 

H. GRIDER ADV., INC. 

3030 Euclid Ave., zm 15 

D. Marsh, ty-rad prod; H. Kulow, vp 
GRISWOLD-ESHLEMAN CO. 

55 Public Square, zn 13 

Ralph A. Borzi, tv-rad fim prodn d 
HUBBELL ADV., INC. 

1621 Euclid Ave., zn 15 

ANN KOBLITZ ADV. 

Chester-12th Bidg., zm 14 

Ann Koblitz, 0; Judi Baker, ae 








FOR QUALITY PRODUCTIONS 


IT'S THE CREATIVE TALENT THAT COUNTS 


Lew Pollack 
Nicholas Webster 
Torben Johnke 
Ed Schneberg 
Dominic Juskevich 
Howard Lazarus 
Andre Moutlin 


TELE 


— Producer Director 

— Producer Director 

— Dir. of Photography, A.S.C. 

— Creative Director 

— Art Director- Scenic Designer 
— Supervising Editor 

— Director of Sales 
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LANG, FISHER & STASHOWER, INC. 

1010 Euclid Ave., zn 15 

Alvin B. Fisher, d; John L. Rose, asst mgr & exec 
prod; Edward T. Noll. asst mgr chg prodn; Wayne 
M. Schakel, coord & creative d, G. C. McKelvey, md 
& field serv mar: James Kovach. asst tb; Joe Mills, 
Jim Reilly, asst prodn mgrs; Nan Hall, traff mer. 
LEECH ADV. CO, 

664 Hanna Bidg., zn 15 

Edward Leech, p. 

MARCUS ADV., INC. 

3134 Euclid Ave. zn 15 

Nikki Schaeffer, rad-tvy d; Hilda Roller, asst d 
MeCANN-MARSCHALK CO. 

335 Euclid Ave., zn 14 

Harry N. Black, assoc creative d; Joseph S. Tanski Jr., 
sr tv-rad prod; Salvatore A. DeMarco, tvy-rad prod. 
MELDRUM & FEWSMITH, INC. 

1220 Huron Rd., zn 15 

S. A. Hunt, vp; D. R. Martin, vp. art; R. J. Nason, 
vp, prodn; B. F. Stauderman, vp, tv-rad-fim. 


PENN & HAMAKER 

203521 Chagrin Blvd., zn 22 

Edson E. Venn, p; James H. Solsson, art d; Jack E. 
Rigg. prodn mgr. 

JACK T. SHARP ADV. 

3101 Euclid Ave., zn 15 

Jack T. Sharp, p: Mel Tenenbaum, tv-rad d; Edi 
Steinberg. asst tv-rad d. 

WATTENMAKER ADV. 

322. Huren Red. zm 15 

James S. Wattenmaker, ty @. 

WELLMAN CO. 

Sixth & Rockwell, zn 14 

John M. Walsh, ae; Peter C. Poss, research & md; 
Wm. Il, Bernsau, art d. 

WYSE ADV. 

2200 Euclid Ave., an 15 

Lois Wyse, vp. sec, creative d, ae; 
prodn mgr; Richard Loader, art d, 


Columbus 
BARCROFT ADV. 


Robert Fulton, 





Ira G. DeLumen 
John L. Koushouris 
Richard R. Rector 
Peter J. Smith 
Robert C. Troup 


ORD 


The sum total of the five fa- 


miliar names on the left is 


the one new name, VHF, Inc. | 
The specialty is TV produc- | 


tion. The emphasis is on 
VIDEOTAPE. Programs, of 
course ... but also the finest 
facilities for VIDEOFILM 
(tape-to-film transfer). Dub- 
bing, mixing, system viewing, 
too. 


300 EAST 46TH STREET, NEW YORK 17, N. Y., MU 7-4505 | 











Kenyon & Eckhardt; 





WYLDE STYLED 


16 E. Broad 31. 

Richard L. Raab. vp tv. 
BYER & BOWMAN ADYV., 
66 5. Sixth St., zm 15 

John D. Me.zger, tv-ral prodn d; 
rad prod; Ann Duffy, tv prod. 
DODSWORTH, FALCK & HUTCHISON, INC, 
700 Bryden Rd., zm 15 

Maxine B. Sopher, a sup; Frederick Peerenboom, crea- 
tive d. 

A. LOVELL ELLIOTT ADV. 

5295 N. Wigh St., zn 14 

A. Lovell Elliat, W. B. Vavroch. 

KELLY & LAMB ADV. 

B97 Uigex Ave., zn 12 

George Miller, prodn mgr; Frederick Hoffman, art d. 
KETCHUM, MacLEOD & GROVE, INC. 

8 E. Leng St., zn 15 

John Coyne, t-rad ae. 

R. W. KNOPF & CO, 

8 E. Long St., zn 15 

RK. W. Knopf 

CYE LANDY ADV., INC. 
929 E. Broad S.. an 5 

Irwin Kahn, copy enf tv-rad tb; 
prodn mgr; Charles Mlatt, art d. 
HARRY M. MILLER, INC, 
595 E. Broad St., zn 15 

3K 
WHEELER-KIGHT & GAINEY, INC. 

975 S. High St.. zn 6 

Ron Dailey, prodn mgr; William H. Eisele Jr., art d; 
Russel! C. Mock, ty-rad d, t & tal b 


INC, 


Martha Suilivan, 


Katherine Mitchell, 


Summers, tv-rad a 


Dayton 
DANCER-FITZGERALD-SAMPLE, INC. 
33 W. First St.. zn 2 
Thomas J. Pritchard, mgr. 
HUTZLER & SABATINO, INC. 
718 Third Nat! BRidg., zn 2 
Nicholas S. Sabatino, p. 

DON KEMPER CO. 

608 S. Main St.. zm 2 

Carl De'bel, proin mgr. 

KIRCHER, HELTON & COLLETIT 
2600 Far Hills, zn 19 





Schlitz Beer, Leo Burnett; Maytag Washers and Dryers, Leo Burnett;. 
Lovera Cigars, Compton; Sprite, Mc Cann Marschalk; Genesee Beer, 
(Mc Cann Marschalk; Dexol Bleach, Mt Cann Marschalk; American Red 
Cross, J. Walter Thompson; Westinghouse, Mc Cann Erickson; Certs, 
Ted Bates; Rolaids, Ted Bates; Dromedary Scones, Ted Bates; 
Pittsburgh Plate Glass, Maxon; State of North Carolina, Bennett Adv:;) 
Rich's Dept Stores, Liller Neal Battle & Lindsay; Teem, BBD&O; | 
Old Spice, Wesley Associates; Fleischman's Margarine, Ted Bates; 
Mueller's Macaroni, DCS & S; Fab, Ted Bates; Milton Bradley Games, 
\Alfred E. Noyes; Scott Paper, J. Walter Thompson; 
‘Lambert & Feasley; American Diabetes Association; 


Phillips Gas, 
Nabisco Milk-Bone, 





WYLDE FILMS INC. 199. 24 STNYC MU 93-1000 
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Don R. Lyons, ty-rad d; Watson B. Metcalfe, exec vp; 
Jack Westerman, Norman Van Zant. vps; William 
Hilz, asst tv-rad d. 

WILLIS /CASE/HARWOOD, INC. 

Talbott Tower, zn 2 

FP. Robert Harwood, yp rad-tv. 


Toledo 

BEESON REICHERT, INC. 

600 Toledo Trust Bidg., am 4 

A. H. Rotsinger, exec vp; Monald Colon, prod writer. 
MERVIN N. LEVEY CO. 

Hotel Ft. Meig»——Mezzanine, zn 4 

Mervin N. Levey, p; Thomas M. Aubry, A. N. Levey. 
acs. 

SLAYTON-RACINE, INC, 

225 Michigan St., zn 2 

James Harris, art d; Charles A. Gardiner. copy chf. 
WENDT ADV. 

1060 Spitzer Bidg., zn 4 

&. Bailey, tv-rad; F. Kuehnle, rad-ty 4. 


OKLAHOMA 
Oklahoma City 


ACKERMAN Ass0IC, 

1411 Classen Blvd., an 6 

Al Fiegel, vp, tv-rad d. 

ANGELO ADV. 

2303 N. Broadway 

Edwin J. Angelo, E. Merial Angelo, pts. 
BEALS ADV. 

1503 N.E. 23rd St. 

Robert. C. Kumler, ae. 

TOM P. GORDON CO. 

805 Midwest Bld. 

Doc Smith, tv-rad d. 
HUMPIHIKEY-WILLIAMSON & GIBSON 
1200—""rst Natl Bide. 

H. C. Childs, tv-rad d; Barbara West 
JONES & JONES ADV. 

717 Leonhardt Bldg., zn 2 
Henry C. Jones, o 

LOWE RUNKLE CO. 

1313 Liberty Bank Bldg., zn 2 
Mack Fuller, tv-rad d. 


asst tv-rad d 


OREGON 


Portland 

ADVERTISING COUNSELORS, AL VAUGHAN & 
Assoc, 

1019 W, 10th St., am S 

Julie Prise, comtinuity sup. 

ADOLPH L. BLOCH ADV., AGCY. 

108 N.W. Ninth Ave., zn 9 

Lee Il. Still, prodn mgr. 

BOTSPFORD, CONSTANTINE & GARDNER, INC. 
400 S.W. Sixth Ave., zn 4 

Marilyu Lees, tv-rad d; Dean Lierle, creative d 
BURKITT ADV. 

1600 ».E. Ankeny St., zn 14 

B. bb. Burkitt. p. 

CLENAGHEN & MOUNT 

822 Corbett Bldg., zn 4 

Nancy Stuart. w-rad d. 

COLE & WEBER, INC. 

Corbett Bldg. zn 4 

Ralph Rogers, tv-rad d. 

RALPH P. COLEMAN & ASSOC. 

716 Mead Bhdg., zn 4 

Bill Erier, art d. 

DAWSON & TURNER, INC. 

522 Pitteck Bldg, zn 5 

J. Gerald Fortis, creative d 

CERBER ADV. 

1305 S.W. 12th Ave. zn 1 

Dean Pollock, pt, creative d; F. D. Wieden pt, tv d 
HEIMS & TURTLEDOVE, INC. 

1421 S.W. 12th Ave., zn 1 

Harry L. Turtledove. 

EVERETT MITCHELL ADV. 

Terminal Sales Bhdg., zn 5 

Everett Mitchell, p. 

RICHARD CG. MONTGOMERY 

1126 S.W. 13th Ave., zn 5 

Jim Sherard, tv-rad d. 

PACIFIC NATIONAL ADV. 

829 N.W. 19th Ave., zn 9 

Claire Lyon, tv-rad d: Clayton Judy Jr., creative d 





} 


Want facts to prove 


TELEVISION BRINGS CUSTOMERS? 




















‘ 





Then what you need is a set of the TELEVISION ace Product Group Success Stories. Nearly 
every type of advertiser is included in this series of authentic case histories of televi-ion 
advertisers, Each product group includes from a dozen to 75 detailed descriptions of the 
television campaigns and the successful results obtained by advertisers in that category. 
Product group stories available in reprint form are listed on the order blank below. 




















Reader's Service ; 
= : 
Television Age 1270 Sixth Avenue, New York 20, N. Y. 
Please send me reprint~ (25¢ each. 20c in lots totalling 10 
o: more) of the Product Group Success Stories checked: 
No. Number of copies No, Number of copies 
33 Auto Dealers 45. Home Building & Real Estate — 
41. Bakeries — 21. Insurance Companies —- 
42. Bunks & Savings Institutions — 8. Jewelry Stores & Manufacturers - 
26. Beer & Ale — 23. Ven's Clothing Stores — 
36. Cundy & Confectionery Stores —— 29. Moving & Storage — 
2. Coffee Distributors — 38. Newspapers & Magazines — 
31. Cosmetics & Beauty Preparation —— 9. Nurseries, Seed & Feed —— 
24. Cough X Cold Remedies — 35. Pet Food & Pet Shops — 
4. Dairies & Dairy Products — 40. Pre-jab Housing — 
27. Dept. Stores (Ed. of a Ciant) — %. Restaurants & Cafeterias -_— 
1h. Drugs x Remedies — 16. Shue Stores & Manufacturers — 
43. Ding Stores ’ — 11. Soft Drink Distributors — 
49. Dry Cleaners & Laundries — 13. Sporting Goods & Toys  - 
18. Hectic Power (Com panies —— 20. Telephane Companies yt. 
2. Electrical Appliances — ee “tigen . 
oF : 48. Television & Radio Receivers —— 
17. Farm Implements & Machinery —— é 
46. Furniture & Home Furnishings =—— 39. J heutres , Be 
19. Gus Companies 37. Tires & Auta Accessories — 
17 Gasoline & Oil — 12. Travel. Hotels & Resorts — 
50. Groceries & Supermarkets — 32. Weight Contral — 
10. Hardware & Building Supplies —— 34. Women’s Specialty Shops — 
Name—— Position— 
Company - - — = = 
Address — — —— ——_—— 
Cry —_—_ — Zone —State——____— 
C1 I enclose payment 
00 Please enter my subscription for TELEVISION AGE. for one year at $7. As a 
premium | will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 
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PENNSYLVANIA 


Philadelphia 
ATKIN-KYNETT CO., INC, 
1400 S. Penn Square, zn 2 
Allen Gray, tv-rad d; James 
Johnson. 

ARNDT, PRESTON, CHAPIN, LAMB & 

KEEN, INC. 

160 N. rSth St., zn 2 

Herman S. Thoenebe, vp. creative d; James C. Robert- 
son, vp, art d; Thomas McGann, prodn mgr. 

N. W. AYER & SON, INC. 

210 W. Washington Sq., zn 6 

John W. Hull Jr., fim prod 

BALL ASSOC, 

845 N. Broad St., zn 30 

Joseph H. Ball, p, 0; Charles Melvyen, pr d; Fred L. 
Karch, rad-ty d; Pat Sackett, art d; Brant Kolb, ae; 
William Hall, Dana Sara, copywriters. 


A. Gross, Robert 0. 


IT TAKES BEAUTY 
TO SELL BEAUTY 


So North Advertising planned Toni 


Company TV commercials around 
not one past Miss America, but three. 
Their radiant beauty comes through 
flawlessly on TV tape commercials 


from 


KTTV TAPE PRODUCTIONS 
5746 Sunset Blvd., Hollywood 28, Calif. | ®- D. Bauer. 





BARKUS & KAPLAN ADV. 

Western Savings Fund Bldg., zn 7 

Theodore Barkus, pt. 

BAUER & TRIPP ADV. 

1528 Walnut St., an 2 

Elmer F. Jaspan, vp tv-rad. 

COX & TANZ, INC. 

333 S. 2let St., am 3 

R. D. Carlo, prodn mgr; Ronald Rivers; James Kirk- 
connell, ty d, ty tal b, ae. 


DOREMUS-ESHLEMAN CO. 

1616 Walnut St.,. zn 3 

Benjamin F. Busch, md. 

H. ARTHUR ENGLEMAN 

Washington House, zn 31 

H. Arthur Engleman, o-mgr; Mrs. Fay Sandler, md. 
ERWIN WASEY, RUTHRAUFF & RYAN 

3 Penn Center Plaza, zn 2 

John C. Bythrow, creative d; Jesse A. Plumley, prodn 
mgr. 

RICHARD A. FOLEY ADV. 

1528 Walnut St., zn 2 

Alice L. Mooney, tv-rad d. 

ALBERT FRANK-GUENTHER LAW, INC. 
Philadelphia Natl Bank Bldg. 
Robert G. Fest, vp. 

GRAY & ROGERS 

12 S. 12th St., en 7 

Edmund H. Rogers, dept sup; Walter 
pgm & mgmt d; Edward Pappzian, 
Cooper, prodn 4d. 

GRESH & KRAMER, INC, 

1717 Sansom St., zn 3 

B. J. Kramer, creative d; P. Kent, md. 
JACK ISRAEL, ADV. 

12th & Market Sts. 

Jack Israel, p. 

LAVENSON BUREAU OF ADYV., INC. 
116 S. Seventh St., zn 6 

H. A. Egbert, vp. 

AL PAUL LEFTON CO. 

1617 Pennsylvania Blvd., zn 3 
Jack Creamer, ty-rad dept mgr; 
vp ty-rad. 

H. LESSERAUX ADV. 

1920 Chestnut St., zn 3 
Richard S. Lesseraux, ty d, ae. 
LEWIS & GILMAN, INC, 

6 Penn Center Plaza, zn 3 
John R. Bleasdale, ty-rad d, mgr ty-rad prodn. 
MAY ADV. CO. 

1518 Walnut St., zn 2 

Frank J. McGinnis, vp, tv-rad, ae. 

GEORGE MOLL ADV., INC. 

1847 Old York Rd., Abington 

Richard A. Moll, sec & ae. 

PETRIK & STEPHENSON, INC. 

1405 Locust St., zn 2 

Marvin Fisher, mgr. 

ROBINSON, ADLEMAN & MONTGOMERY, INC. 
2016 Walnut St., zn 3 

Michelle Dickerman, prodn mgr; Robert Meyers, art d; 
Ruth Chilton, tv d. 

SHAW & SCHREIBER, INC. 

1420 Walnut St., zn 2 


M. Erickson, 
md; Chester 


Erwin W. Solomon, 





AL STAHL'S FREE 
TV TIMETABLE- 
HAND FILM 
COMPUTOR 





Al Stahl’s cutouts are really animated 

















ANIMATED PRODUCTIONS, INC. 
1600 Broadway, New York 19, COlumbus 5-2942 
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SAMUEL TAUBMAN 
1922 Spruce St. 


WARREN ADV., INC. 
1516 Summer St., zn 2 
Jesse RK. Falini, George Miller III, aes. 


WEIGHTMAN, INC. 

6 Penn Center Plaza, Suite 303, zn 3 

S. A. Tannenbaum, p, copy chf; David Nazionale, vp, 
art d, ae; Leonard Stevens, ty-rad d. 


WERMEN & SCHORR, INC. 
1616 Walnut St., zn 3 
Jerry Samuelsohn, tv-rad d; Lester J. Harmon. 


YARDIS ADV. CO. 
1922 Spruce St., zn 3 
Harold Smith, prodn mgr; John Rile, art d. 


Pittsburgh 


BACHMAN, KELLY & TRAUTMAN 
600 Grant St., zn 19 
Stanton M. Lenchner, ty-rad d. 


CAVANAUGH-MORRIS ADV. 
946 Greentree Rd., zn 20 
Loraine Steffens, vp, tv-rad d. 


W. CRAIG CHAMBERS, INC. 
513 Second Ave., zn 19 
W. Craig Chambers, H. A. McCoy 


ERWIN WASEY, RUTHRAUFF & RYAN, INC. 
527 Oliver Bidg., zn 22 


FARNOL ADV. AGCY. 
Suite 399A, Penn-Sheraton, zn 30 
Barry Farnol, tv-rad. 


FULLER & SMITH & ROSS 
211 Oliver Ave., zn 22 
Tom Slater, vp, ty-rad d. 


GIBBONS ADV. 
10 Wood St., zn 22 
Arthur D. Gibbons, 0, p. 


KETCHUM, MacLEOD & GROVE 

4 Gateway Ctr., zn 22 

Warren C. Rossell, tv-rad mgr; H. Truman Rice, 
William Morris, William Burchinal, tv-rad aes. 


LANDO ADVERTISING AGCY. 

197 Carlton House, zn 19 

Jane L. Callomon, creative d; Fred Hedding, 
prod; Joseph C. Gusky, vp consumer adr. 


ty-rad 


VIC MAITLAND & ASSOC, 
2 Gateway Ctr., zm 22 
William E. Burge, tv-rad d; 
tv-rad d. 


Jack R. Elliott, asst 


JAY REICH ADV. AGCY. 
902 Frick Bldg., zn 19 


Alex deGurian, Marie Domiano, Armado Posto, 


RAY SAYRE ADV. AGCY. 
Investment Bidg., zn 22 
Ray Sayre, o; Edward Kilgore, d; Betty Schultz, see. 


SMITH & ARMBRUSTER, INC. 
700 Dewberry Rd., Monroeville 
Mrs. Janet S. Tilton, prodn d, md. 


SMITH, TAYLOR & JENKINS 
223 Fourth Ave., zn 22 
William D. Morrissey, tv-rad d. 


THOMPSON & ASSOC., INC, 
1231 Banksville Rd., zn 16 
Alvin L. Roth, tv-rad d. 


DORA C. WEISS ASSOC, 
515 Farmers Bank Bldg., zn 22 
Miss Dora C. Weiss, p. 


JOHN R. C. WILLIAMS ADV. 
Investment Bldg., zn 22 
W. Killmeyer, tv-rad d. 


RHODE ISLAND 


Providence 


BO BERNSTEIN CO. 

24 Mason St., zn 1 

Bo Bernstein, p, ae; Frank Weston, Harry Bernstein, 
Frank W. Barad, vps, aes; Ellen L. Diamond, tb. 


CREAMER, TROWBRIDGE & CASE, INC. 
198 Dyer St. 
Milo J. Berkin, Harry L. Case, vps. 


FITZGERALD-TOOLE & CO. 
58 Weybosset St., zn 3 
Alan Andrews, ty prodn sup. 








GOLDSMITH-TREGAR CO. 

49 Peck St., =m 3 

Grace Black, tv-rad d. 

HORTON, CHURCH & GOFF, INC. 
800 Turks Head Bidg., zn 1 
William C. Cook, ty-rad d; James DuBois, creative d; 
T. Raymond Parker, art d. 

KNIGHT & GILBERT, INC. 

711 Industrial Bank Bidg., zn 3 
Norman Clegg, vp, tv-rad d. 

JOSEPH MAXFIELD CO. 

87 Weybosset St., zn 3 

Joseph M. Finkle, ty-rad d. 

FRANK McCABE & ASSOC. 

29 Weybosset St., en 3 

Anthony W. Frank, art d. 

GEORGE T. METCALF CO. 

31 Canal St., en 3 

Robert A. Meehan, ty d. 

NOYES & CO. 

1800 Industrial Bank Bidg., zn 3 
Henry C. Hart Jr.. tv d; E. George Cloutier, vp, 
creative serv; Ronald Clayton, writer. 
DARRELL PRUTZMAN ASSOC, 

85 Westminster St., zn 3 

T. F. Goodchild, vp. 

GORDON SCHONFARBER & ASSOC. 
58 Weybosset St., zn 3 

Amanda C. Olsson, corp sec, mb. 


SOUTH CAROLINA 


Clinton 


JACOBS, DILLARD 
Jacobs Building 
J. FP. Jacobs, o. 


TENNESSEE 


Memphis 


KREMER, MERRILL, INC. 

1930 Exchange Bldg., zn 3 

Ernest Lee, p; Homer Gentry, sec; Robert Cooper, 
exec vp, treas; Charles Montgomery, Edmunda Fry, 
James McDearman, aes. 

LAKE-SPIRO-SHURMAN, INC, 

Radio Center Bldg., zn 3 

Jane Zussman, d creative work, ae; Leonard Cook, art 
a; Mrs. M. Ross, prodn mgr. 

SIMON & GWYNN 

3329 Poplar Ave., zn 11 

C. E. Gordon, prodn mgr, art d; W. E. Davidson, tv d, 
ae 


Nashville 


BUNTIN & ASSOC. 

Penthouse, James Robertson Hotel, zn 3 
William Allison Buntin, vp, creative d; Edwin J. 
Schuffman, asst creative d. 

CULBERTSON, KING, SMITH, ADV., INC. 

708 Sudekum Bldg., zn 3 

William BR. Culbertson, 0, ae. 

NOBLE DURY & ASSOC. 

Life & Casualty Tower, zn 3 

Clifford Johnston, art d; Harvey Conger, prodn mer. 
SAVAGE, STANFORD, HAMILTON & KERR 
Third Natl Bank Bldg., zn 3 

Al Kerr, John M. Savage, R. C. Manning, aes; 
Betty Jo Hamilton, copy chf & prodn. 


TEXAS 


ADVERTISING ASSOC, 

5749 Swiss Ave., zn 14 

E. M. Killion, tv-rad 4. 

DON L. BAXTER, INC. 

Fifth Floor Corrigan Tower, zn 1 
William L. Coulter, vp, tv-rad d. 

SAM BLOOM ADV. 

512 S. Akard St., zn 2 

Don Zimmers, ty-rad d. 


CRANDALL CORP. 
1710 Jackson St., zn 1 
Don H. Fowler, art d. 
CROOK ADV., INC. 


407-411 Adolphus Tower, sn 1 
Jack Sutton, art d. 


GLENN ADV., INC. 

3410 Republic Bank Bidg., zn 1 

Gene Dennis, rad-ty d. 

GRANT ADV., INC. 

1600 Vaughn Bidg., zn 1 

J. K. Hughes, vp. 

HEPWORTH ADV. CO. 

3403 McKinney Ave., zn 4 

Winston Ball, prodn mgr 

McCARTY CO. OF TEXAS 

1500 Jackson St., zn 1 

Mary Hukel, prodn mgr. 

PAMS ADV., INC. 

3123 Knox St., zn 5 

Charis McLine, Shirley Rust, prodn mers. 
RANDALL PERRY ADV. 

702 Texas Bank Blidg., zn 2 

James W. E. Randall, pt, copy chf, ty-rad d. 
RATCLIFFE ADV. 

1911 Mercantile Bank Bidg., zn 1 

M. K. Ratcliffe Jr., ae; Mrs. Wilda H. Wilson, 
rad-ty d. 

ROGERS & SMITH ADV. ACENTS 
505 N. Ervay 

Sheldon Kaplan, tv-rad d. 

ROMINGER ADV. 

803 Kirby Bldg., zn 1 

Forrest W. Moore, ae. 

SANDERS ADV. 

5531 Yale Blvd. 

Ben January, ty-rad d. 
TAYLOR-NORSWORTHY, INC. 
Dallas Fed. Savings & Lean Bidg., zn 1 
Jim Pratt, tv-rad d. 

TRACY-LOCKE CO., INC, 

2501 Cedar Springs Rd., zn 1 


Lawrence E. DuPont, vp, ty d; Howard Fisher, tv d; 
Ernestine Parker, md; Paul Girard, Glenna Tinkler, tbs. 


Ft. Worth 


FULLER & SMITH & ROSS 

909 Dan Waggoner Bldg. 

Stanley Schlenther, vp, mgr. 

JACK T. HOLMES & ASSOC. 

927 Eighth Ave., zn 4 

Peter J. McKone, a mgr; Jane Reddell, ty pgm mgr. 


Houston 


AMS ADV. 

2100 Travis, Suite 911 Central Natl. Bank 
Bidg., zn 2 

A. M Ghackeroff Jr., o; John Watkins, vp. 
AYLIN ADV. 

904 Lovett Blvd., zn 6 

Miss Josephine Moore, tv-rad d. 

THE BERKLEY AGCY., INC. 

911 Central Natl. Bank Blidg., zn 2 

Frances E. Jenkins, Edward M. Norton, ady & prom 
ds; Bill Kantz, art d. 

BOONE & CUMMINGS 

3003 Louisiana St., zn 6 

Woods A. Robinson, prodn mgr; Lauri Reese, tvr- 
rad d. 

GOODWIN, DANNENBAUM, LITTMAN & 
WINGFIELD, INC. 

P. O. Box 22212, zn 27 

John Paul Goodwin, p; Anna Jane Wingfield, vp; Danny 
Kirk, tvy-rad d. 

GREGORY-GIEZENDANNER CO. 

3005 Louisiana St., zn 6 

Miss Maudeen Marks, vp; Miss Annette Kercheval, 
tv-rad d. 

GULF STATE ADV., INC. 

P. O. Box 6733, zn 5 

Margaret Denney, rad-ty prod; Paula Reece, ty-rad d, 
t & tal b. 

RICHARD L. MINNS ADV., INC. 

2304 Waugh Drive., P. O. Box 6032, zn 6 
Dick Minns, Beverly Baird, Jo Ann Kopecky, Dorothy 
Sherwood, aes. 

NAHAS-BLUMBERG CORP. 

605 MecGowen St.. zn 6 

Fred J. Nahas, B. L. Blumberg, Nathan A. Zelikow, 
pts; Mrs. Diana Muth, copy chf; Pat Braudrick. 
ULLRICH & BROWN ADV. 

P. O. Box 13179. am 19 

Carl D. Bond, ty prodn. 

ZIMMERMAN ADV. 

603 Avondale Ave., zn 6 

W. B. Zimmerman, o. 


VIRGINIA 


Richmond 


CARGILL WILSON & ACREE, INC. 
201 E. Franklin St., zn 19 
Lawrence Kaplan, ty-rad d. 
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We 


il 


WASHINGTON 


Seattle 


Anco, INC. 

7 Valles St.. zn 9 

Wm. Shearer, ae; Barbara Miller, copy writer; Lyle 
Seufort, art d. 

AMS 

1500 Westlake N.. zn 9 

faul Dunstan, Gerald T. Thorsen, aes 

BAKER & STIMPSON ADV. 

Jeseph Vance Bide. zn 1 

Rufus T. Carison. creative d 

ROTSFORD, CONSTANTINE & GARDNER, INC. 
1100 Tewer Bidg., zn 1 

Thomas L. Biosl, vp, tv-rad d; Douglas Murray, vp 
art «. 

COLE & WEBER 

Republic - an l 

Mobert G. Hurd, tv-rad d; Laurence Il. Field, tv 
rad prodn d. 

RUNE GORANSON CO, 

314 First Ave. W., zn 99 

Kune Goransen, o; Virginia F. Lays, copy-md 
CRANT : Peo UNL. 

203 Nerten Bhig., zn 4 

William M. he. vp. mar, ae 

KRAFT, SMITH & ENRIC, INC. 

lion wer Ihde. zm 1 

Paul Smith, tv- 

MeCANN-ERIC 

Nerthern Life 1 

F. G. Mullins, .. F. Michaels, yp; Dale 
Watson, copy ch’; Gerri Richardson, md; Don Usher, 
tv-rad d. 

MILLER. MACKAY, HOECK & HARTUNG, INC. 
510 Virginia an 1 

Gerald A. Woeck, vp, ae. sec. tv-rad d; Marlowe 
Hartung. vp. treas. art d; Roger S. Bye, copy chf: 
Burrel Brembaugh. prodn mgr. 

PACIFIC NATIONAL ADV. 

212t Fourth Ave. zn 1 

Frederick D. Sprague. vp, creative d, ae; Monte Sol 
kover, prodn coord, ae. 

ROBERT NICHOLS ADV. ASSOC. 

310 15th Ave. E. 

R. 8S. Nichols, p; A. W. Simon, ae; Helen Gragg 
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CAPPY RICKS & ASSOC. 
ILIT Second Ave.. zn I 
Phyllis O. Miller, tv-rad d. 


‘ Tacoma 
1 


IWARD KR. SMITH CO. 
Tacoma Ave. en 5S 
Larry Luseby, tv-rad. 


WEST VIRGINIA 


Huntington 

JOUN J. Mc CORMACK ADV., INC. 
213 Ninth St. 

Mrs. Carol Brodtrick, ty-rad d. 


Wheeling 

GUTMAN ADVERTISING CO. 

Peoples Federal Bldg. 

D. Milton Gutman Sr., 0; D. Milton Gutman Jr 
Melen Gaynor, ty prodn. 


WISCONSIN 


Milwaukce 
LAKER, JOMINSON & DICKINSON 
710 N. Plank 3 
John KR. Meagher, tv-rad d; WILL Johnson. creative d 

ADV. 

Wisconsin Ave., zn 2 
Morey, art d. 
INC, 


nm \ve.. zn 3 


G. Carney; Jerry Simanek; Alex Bruni; James 


Pearson; Thomas Pigneguy. 
JOUN F. COST 

32) WwW. W 

Dan Bolda, predn mer. 
CRAMER-KRASSELT CO. 

3 N. Van Buren St., zn 2 
Ken lHegard, vp & tv d; James F 
Soldatos, aes. 

BERT Ss. GITTINS ADV., INC. 
730 N. Broadway, zn 2 
James D. Looper. 
AL HERR ADV. 
E. Michigan St., zn 


Vat Kocian. vp; Roy Bafenstein, ty-rad @: Gally 
Reuter, Ron Carson, ty-rad writer-prods. 

KLAU, VAN PIETERSOM, DUNLAP 

744 N, Fourth St., zn 3 

Fred J. Crowl, tv-rad d 

MAERCKLEIN ADV. 

i887 N. Green Bay Ave. zn “ 

John Koch, art & prodn d 

MATHISSON & ASSOC, 

411 E. Maxen St.. zm 2 

Cc. A Mathisson, p; W E. Krueger, exee admin; 
Robert Geary. tv-rad d 

SID STONE ADV. 

212 W. Wisconsin Ave., en 3 

Edgar C. Goethel, art d 


Abbreviations 


Abbreviations commonly used in 
this directory: a—account; ae— 
account executive; bd—beard; 
bdcest—broadcast ; b—buyer ; ce— 
commercial; ch{—chief; chg—in 
charge; chmn—chairman; d— 
director; fim—film; g—general; 
m-media; mktg — marketing; 
mgr—manager ; o—owner ; opins 
operations; p—president; pt 
-partner ; pgm—program; prod 
—producer ; prodn—production; 
pr—public relations; rad—radio; 


sp—space; sup—supervisor; tb 


-timebuyer; tal—talent; traff 
—traffic; vir—video tape; vp— 
vice president; zn—zone. 
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Directory of 

supply and service 
, 

companies 
j 

(The following list includes all supply and service com-  gories. Titles are listed as indicated by the companies on 
| } 8 PP" 8 ; I 
| panies in the major production centers which operate in questionnaires supplied by TELEVISION AGE. Firms are listed 
) 
: the television commercials field. They are grouped by cate- under each group in alphabetical order.) 








COSTUMING: 
. GLORIA ANDERSON (STYLIST) 
Costuming ee a ee bt euk ee « els oe oS Se Oe page 87 1435 N. Fairfax Ave. W. Hollywood 46, 
— OL 6-3267 
I, eer een 8&7 Goria Anderson. 
MAX BERMAN & SONS, INC. 
Equipment and Supplies Pe Te asky ret 88 no gn ag ke og 
POMPE <ccikcact and cche > <emkann sett Op eee 2 5 Ok 1007 
Javid Berman 
Fides Geto Gee Pes BOGOR... . . <0 s +c un wee smenes 94. =n00:.5 Convene o. 
Film Repairs and Restoration is GR Fie a eed Nae 96 oS. ea ee 
Film Storage and Distribution ......... Teckee 96 DAZIAN'S, INC. 
’ . . 142 W. 44th St., N. Y. 36, JU 2-1800 
GCulRis GIG GRIND oo co vans cps 5 Bak Eee 93 Selige Siem 
PPE CPCTET TT CET. biked ee keene. 98 apg EO a 
Fn OE OPENER REE ETR ECTS 99 Sam Gutterman, mgr. 
HOLLYWOOD FANCY FEATHER CO. 
Music Libraries and Sound ene 99 512 S. Broadway, Los Angeles 13, MA 5-8453 
J. Weinstein, o. 
Optical Effects Re ee Ene bcd She ee ee ke Sa 99 satires wn 
Ovigkeel Gees TVOGMNETS . ow a5. et SS 102 549 W. 52nd St. H. ¥. 19 
oeph Crosby. p 
Prop EE, nit S 5 ae a eRe a + 9 ehk 8 oR Ds takes 102 MEYERS COSTUME 
SE... Haw ed aU os ss ve asa oes 102 ee eT eee 
Set Construction and Scenic Supplies .......... 102 Michael D. Meyers. 
° . 9 LOU SAMUELSON CO, 
Shipping 2 es ee Se 6 OS 6166 eA Se eR! 6 6 ke 2.898 4 Lee oD 102 1037 S. Leos Angeles St., Los Angeles 15, RI 
. 9-8243. 
Sound Recording ...........-..--++.+eeeeeee 103 vamanre Gianna. Wide. 
DE aah ns os o's ST See 104 353 W. 40th SN. ¥. 19, CO 5-8196-1-8 
~ . . So nder, p 
es . ok tas a Ae 104 WESTERN COSTUME CO, 
Talent 104. 5335 Melrose Ave., Hollywood 38, HO 9-1451 
Oe ee Peo ee Tee Myer 
OR I Pe ee ee ee 105 
itles and ° EDITING SERVICES: 
Bo POPP e CRE EE et Cie tere 106 
ALLEGRO FILM PRODUCTIONS 
723 Seventh Ave., N. Y. 19, JU 6-3057 
Jerry Forman, Martin Andrews, vps. 
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Source Book 
of 

TV Success 
Stories 
Volume Two 


Over 400 case histories 
from every size market, 
demonstrating tv's ability 
to sell! 


Product Groups Include: 


Shoe stores and 
Manufacturers 


Farm Implements and 
Machinery 


Electric Power Companies 
Gas Companies 

Telephone Companies 
Insurance Companies 
Coffee Distributors 

Men’s Clothing Stores 
Cough and Cold Remedies 
Electrical Appliances 

Beer and Ale 

Department Stores 


Restaurants and 
Cafeterias 


Moving and Storage 


Television and 
Radio Receivers 


ONLY $9 00 PER COPY 


Television Age 


1270 Avenue of the Americas 
New York 20, N. Y. 








BEHREND CINE CORP.—BEHREND CINE 
RENTAL CORP. 

161 E. Grand Ave., Chicago 11, MI 2-2281 

Jack Behrend, p. 

BYRON MOTION PICTURES, INC. 

1226 Wisconsin Ave., N. W., Washington 7, 
FE 3-4000 

Byron Roudabush, p. 

EAST COAST PRODUCTION, EDITORIAL & 
TECHNICAL SERV., INC. 

45 W. 45th St., N. Y. 36, CI 6-2145-6 

Joe Josephson, p. 

FILM EDITING CO. 

6 E. 46th St., N. ¥. 17, OX 7-4439 

Anthony Ciccolini, p. 

J. F. FILM AND SOUND SERVICE 

45 W. 45th St., N. ¥. 36, CI 6-4030 

Josef Filipowic, p. 

KENCO FILMS, INC. 

621 W. S4th St., N. Y. 19, PL 7-8466 

Ken Cofod, p. 

KOSTER FILM FACILITIES, INC. 

1017 New Jersey Ave., S. E., Washington 3, 
LI 4-4410 

William Koster, p. 

MOVIELAB FILM LABS, INC. 

619 W. 54th St., N. Y. 19, JU 6-0360 

Saul Jeffee, p; Ben Bloom, vp sls. 

NEW YORK STUDIOS, INC. 

354 W. 45th St., N. Y¥Y. 36, PL 7-2271 

J. Lencina. 

FIMA NOVECK PRODUCTIONS 

619 W. S4th St., N. ¥. 19, PL 7-3138 

Fima Noveck. 

DAVID POLLACK 

630 Ninth Ave., N. Y., 36, CI 5-2130 

David Pollack. 

PREFERRED FILM SERVICE, INC. 

2 W. 45th St., N. ¥. 36, MU 2-0331 

Philip Larschan, p. 

PROJECTED FILM EDITING SERVICE, INC. 

1600 Broadway, N. Y. 19, LT 1-1039 

Bert Feldman, p; Dick Cohen, sec. 

ROSS-GAFFNEY, INC. 

21 W. 46th St., N. Y. 36, JU 2-3744 

James Gaffney, vp. 

DANNY ROUZER STUDIO 

7022 Melrose Ave., Hollywood 38, WE 6-2494 

Danny Rouzer, o. 

STAHL EDITING & TITLING SERVICE 

33 W. 42nd St., N. Y. 36, PE 6-9517 

Miss W. E. Stahl. 

TECHNICAL PRODUCTION SERVICES 

245 W. SSth St., N. Y. 19, JU 6-7296 

Dan Nemeth. 

TELE-CRAFT FILM EDITING SERVICE, INC. 

630 Ninth Ave., N. Y. 36, CI 5-4909 

Max Seligman. 

UNIVERSAL RECORDERS 

6757 Hollywood Blvd., Hollywood, HO 9-8282 

Arnold Daly, sls mgr. 





| Oe oY ie AY 
MOTION PICTURE PRODUCTION 
EDITORIAL and TECHNICAL SERVICES 


R. For BETTER FILMS 


45 West 45th St 
New York 36 


JOSEPH JOSEPHSON 
Circle 6-2146 





EQUIPMENT & SUPPLIES: 


ANIMATION PHOTOGRAPHY SERVICE 

1550 Crossroads of the World, Hollywood 28, 
HO 4-4321 

Tom Cross, mgr. 

ANIMATION STAND, INC. 

2 W. 46th St., N. Y. 36, JU 6-2228 

Ed Wyckoff. 

BACH AURICON, INC (CAMERA & TAPE) 

983 N. Mansfield, Hollywood 38 

Walter Bach, p; J. Somers, vp sls. 

E. J. BARNES & CO., INC. (PROJECTION) 

480 Lexington Ave., N. Y., YU 6-8400 

E. J. Barnes 

BEHREND CINE CORP. — BEHREND CINE 
RENTAL CORP. 

161 E. Grand Ave., Chicago 11, MI 2-2281 

Jack Behrend, p. 

BIRNS & SAWYER CINE EQUIPMENT CO. 

6424 Santa Monica Bvd., Hollywood 38, HO 
4-5166 

Jack Birns, p; Marvin Stern, rental mgr. 

S. W. CALDWELL, LTD. 

447 Jarvis St., Toronto, Ont., WA 2-2103 

Sydney Banks, vp prodn. 

CAMERA EQUIPMENT CO., INC. (RENTAL & 
SALES) 

315 W. 43rd St., N. ¥. 36, JU 6-1420 

Eugene H. Levy, ¢ mgr. 

THE CAMERA MART, INC. 

1845 Broadway, N. Y. 23, PL 7-6977 

H. V. Browning, p; A. Browning, sec-treas; P. Meis- 

trich, ady; Samuel Hyman, mgr. 

CAMERA SERVICE CENTER 

333 W. S2nd St., N. ¥Y. 19, PL 7-0906 

Al Nathenson, sis mgr. 

CHAPMAN STUDIO EQUIPMENT CO. 

12950 Raymer St., N. Hollywood, TR 7-5309 

Leonard Chapman, rental sup. 

CINEBOX, INC. 

Film Sound Projector 

230 Fifth Ave., N. Y., LE 2-1980 

Don Twomey, p. 

CINE 60 MOTION PICTURE EQUIPMENT 

630 Ninth Ave., N. Y. 36, JU 6-8782 

Paul Wildum. 

JOHN P. FILBERT CO., INC. 

2007 S. Vermont Ave., Los 
RE 4-1195 

Spero I. Kontos, sls mgr. 

FLORMAN & BABB, INC. (RENTAL & SALES) 

68 W. 45th St., N. ¥Y. 36, MU 2-2928 

Arthur Florman, p; Charles Lipow, asst « mgr. 

JACK A. FROST 

234 Piquette, Detroit 2, Mich., TR 3-8030 

Branch Office: 

6 Shawbridge, Toronto, Canada, BE 2-1145 

GORDON ENTERPRISES (LIGHTING) 

5362 N. Cahuenga Blvd., N. Hollywood, 
PO 6-3725 

K. P. Knipe, sls mgr. 

GRIP-RITE RENTALS 

140 N. Victory Blvd., Burbank, Calif., 
VI 9-1614 

Alex K. Hume, o. 

HARWALD CO., INC. (CAMERA) 

1245 Chicago Ave., Evanston, Ill., DA 8-7070 

Sam Caldwell, east & central mgr; Ray Short, west 

mer. 


Angeles 7, 





CAMART DUAL 
SOUND EDITOR 


Model SB-111 


Complete with optical sound re- 
production head (or choice of 

gneti dhead) base plate, 
amplifier-speaker. For single or 
double system sound. An unbeat- 
able combination with Zeiss 
Moviscop 16mm precision viewer, 
sharp brilliant 2%, x 3% picture. 


The Camera Mart, Inc. 


1845 Broadway New York 23, N. Y. 
Plaza 7-6977 








Zeiss Moviscop Viewer $89.50 
Camart Dual Reader $195.00 
Comb. Viewer Reader $269.50 
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HOLLYWOOD CAMERA EXCHANGE 

1600 N. Cahuenga Bilvd., Hollywood 28, 
HO 9-3651 

Clifton Thomas, p. 


HOLLYWOOD FILM CO. (EDITING) 

956 Seward St., Hollywood 38, HO 2-3284 
Warren Strang, sls mgr. 

Branch Office: 

524 W. 43rd St., N. ¥. 36, LO 3-1546 
Sheldon Kaplan, mgr. 


HOLLYWODD SCENE DOCK (GRIP) 
6474 Santa Monica Blvd., Hollywood, HO 6-6135 
K. D. Clardy, p. 


HYTEN CO. (SOUND) 
1008 W. Oak St., Burbank, Calif., VI 9-6237 
Gordon Edwards, eng mgr. 


KLIEGL BROS. LIGHTING 
321 W. 50th St., N. ¥. 19, CO 5-0130 
H. More, mgr tv dept. 


LLOYD’S CAMERA EXCHANGE 

1612 N. Cahuenga Blvd., Hollywood 28, 
HO 7-7956 

Lioyd A. Berman, o. 


LOS ANGELES STAGE LIGHTING CO., LTD. 


1451 Venice Blvd., Los Angeles 6, DU 4-1241 
Cc. Chas Stevens, p. 


J. G. MeALISTER, INC., (LIGHTING & CAM- 
ERA DOLLIES) 

P. O. Box 38368, 1117 N. MeCadden PI., 
Hollywood 38, HO 3-3253 

W. A. Klinger, sls mgr. 


Rental Office: 
5420 Sierra Vista, Hollywood 38, HO 9-5317 
L. M. (Slats) Combs, sls mgr. 


METROPOLITAN ELECTRIC MFG. CO. (LICHT- 
ING & LIGHTING CONTROL) 

2250 Steinway St., L. I. City 5, N. Y. AS 8-3200 

Charles Shevlin, div sls mgr. 

MITCHELL-VINTEN, INC. (CRANES & TRIPODS) 

521 Fifth Ave., N. Y. 17, OX 7-0227 

Charles Austin, tech rep. 


Branch Office: 


Since 1921... 


has 
been 
a 


leader 


MENT 


we 


oe 


rm yo eau 


woe. 


RATOR TRUCKS 


LARGEST SUPPLIERS OF 
MOTION PICTURE, TV AND 
INDUSTRIAL PHOTOGRAPHIC 


EQUIPMENT IN THE EAST 


SALES - RENTALS - SERVICE 


333 Wes: 52nd Street N City. Circle 6-6470 


666 W. Harvard St., 
5-1085 
J. D. McCall, p. 


MOVIOLA MFG. CO. 


Glendale 4, Calif.. CH 


(EDITING & DOLLIES) 


1451 Gordon St., Hollywood, HO 7-3178 


George Kendall, sls mgr. 


NATIONAL CINE EQUIPMENT, INC. 
209 W. 48th St., N. ¥Y. 36, CI 6-0348-9 


John Clemens; E. G. Harwood. 


PICLEAR INC. 


905 Palmer Ave., Marmaroneck, N. Y., OW 


8-0258 
Richard Susrenberg, p 


PICTRONICS CORP. 


236E E. 46th St., N. Y. 17, YU 6-3713 


Marty Bahn; Howard Ryder; 


Clifford Van Praag. 


PLASTIC REEL & CORE CO., INC. 
520 Fifth Ave., N. Y. 36, YU 6-8197 


Walter Elterman, vp sis. 


PRECISION LABORATORIES DIV. OF 

PRECISION CINE EQUIPMENT CORP. 

928-930 E. Sist St., Brooklyn 3, N. Y., GL 1-1340 

Irwin R. Sheldon, p. 

PREVIEW THEATRE, INC. 

1600 Broadway, N. Y. 19, Cl 6-0865 

William B. Gullette; Mort Hartung 

Q-TV 

630 Ninth Ave., N. Y. 36, JU 6-6466 

Samuel Elgort. 

RELIANCE SERVICE CO. (REPAIR) 

236 W. SSth St., N. ¥. 19, JU 6-2347 

C. Nerwinski. 

CHARLES ROSS, INC. 

333 W. S2nd St., N. Y. 19, Cl 6-5470 

William Lenhard; Esther Turner, sec-treas 

STANCIL-HOFFMAN CORP. (SOUND) 

845 N. Highland Ave. Hollywood 38, 
HO 4-7461 

William V. Stancil, p. 





SECOND 


TO NONE 
THE FINEST MAINTAINED 





RENTAL EQUIPMENT 


including . . . 


° ON-TIME DELIVERY 


(World-Wide) 


CAMERAS 
1émm and 35mm 
MITCHELLS: 


BNC 
NC 


STANDARD 
HI-SPEED 
R-35 
ARRIFLEXS 
AURICONS 
BELL & HOWELLS 
CINE SPECIALS 
YOU NAME IT! 


LENSES 
ZOOM 
WIDE ANGLE 
ANAMORPHIC 


ACCESSORIES 
BLIMPS 

DOLLIES 

FRONT ATTACHMENTS 
FILLER HOLDERS 
LENS ACCESSORIES 
MAGAZINES 


333 West 52nd Street 
New York 19, N. Y. 
PLaza 7-0906 


MISCELLANEOUS CAMERAS 


MOTORS, TRIPODS 


POWER SUPPLIES & BATTERIES 


TRIPOD ACCESSORIES 
EDITING EQUIPMENT 


LIGHTING EQUIPMENT 


PROJECTION EQUIPMENT 


SOUND EQUIPMENT 


Rental Plans for all Budgets 


Send for our Rental Catalog 


We Rent, Buy and Sell Motion Picture Equipment & Accessories 
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From both aN and America, here is the new 
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systems and equipment—much of it solid-state. 

















integrated line of EMI/US telecommunications 


‘ai. 4 ae 


>. > 








Now in one integrated line: everything in the video-audio spectrum 
from cameras and monitors through solid-state terminal equipment, 
switching, distribution and studio intercom systems to mobile vans 
and video recording tape— including just about all the components 
in between. And, all of highest quality. Some from England's EMI 
Electronics, Ltd., one of the world's largest electronics companies 
and developer of the first public TV system. More from our own 
manufacturing plant, the recently acquired General Communica- 
tions facility of Fort Atkinson, Wis., a highly regarded developer 
of solid-state systems. We offer planning and design service, too, as 
well as 24-hour availability of parts and service. For details, write, 
phone or wire. Los Angeles 28, California: 1750 No. Vine Street, 
HO 2-4909. New York 36, New York: 315 W. 44th Street, Cl 5-1216. 


E IVI I / a Os Kee] General Communications Division 
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COLOR LABORATORIES 


* 


(masters - duplicates) 


from art, transparencies & negatives 


write, phone, wire 


ask for new 
price list wall chart t-10 


OF COMPLETE PHOTO SERVICES 


* 


fllm strips 








ty 


full color, b. & w., diazo-color 


slides * 


any size & style 


color telops 
COMPOSITES (art, type, photos) 


complete creative services 


” 


10868 W. 24th St., New York 11 
Cables: Labsbebel!, N.Y. 


peeeeeeteeane 
comp esecsaeese 











WaAtkins 44-8573 
Action Viewer 


$.0.8. EDIOLA & Sound Reader 


NOW you can run originals and prints with com- 
plete confidence on the S.0.S. EDIOLA .. . It's 
roller-smooth action is positive insurance against film 
scratching or damage to film sprockets. A combina- 
tion viewer and sound reader designed for easy 
editing. Used by animators, TV technicians and 
laboratory workers. 
Still or Moving—Always in Focus 

MODEL AO 16mm $362.45 


1 $0.5. TEL -Animaprint 


Your own table-top HOT PRESS title 
machine for quality lettering 


TITLES - TRAILERS - CRAWLS - FLIPCARDS 


Specially designed for TV Stations, animators, Ad agency 
art depts., film titling and artwork. 

Fast, dry letters with perfect registration in any color. 
Prints horizontal, vertical, any angle. Calibrated for drop 
shadow effects. 


SIMPLE TO OPERATE—NO TRAINING NECESSARY 
Ideal for Black & White and COLOR TV Only $450.00 










TV BROADCASTERS — Here's the sensational 


TRANSIST-O-SOUND 


Hi-Fi lightweight amplifer for 


Auricon Cine-Voice cameras 


A two-channel unit that mounts on camera base. Speech- 
music equalization control. Internally wired to camera 
eliminating all cables except AC and mike. 


MODEL 2CSA Price installed $335.00 


Other models available. Send for brochure. 


$.0.S. PHOTO-CINE-OPTICS INC. 


formerly $.0.S. CAMERA SUPPLY CORP. 


602 West 52 Street, New York 19, N. Y. 
Telephone: PL 7-0440. Cable: '"Sosound, N.Y."' Telegraph: “BCC, N.Y." 
Western Branch: 6331 Hollywood Bivd., Hollywood 28, Calif. HO 7-2124 


Manufacturers, Importers and Distributors of Motion Picture and 
Television Equipment 
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Ss. 0. S. PHOTO-CINE-OPTICS, INC. (RENTAL 
& SALES) 

602 W. S2nd St., N. Y. 19, PL 7-0440 

Ollie Cain, sls prom mer. 

Branch Office: 

6331 Hollywood 
HO 7-2124 

TELEPROMPTER CORP. (PROMPTING) 

311 W. 43rd St., N. ¥. 36, JU 2-3800 

E. J. Spiro, d prodn serv. 

TELESCRIPT-CSP, INC. (PROMPTING) 

155 W. 72nd St., SU 7-8111 

Bob Swanson; Peter Jackson. 

TELEVISION ZOOMAR CO. (LENSES) 

SUPER UNIVERSAL & SUPER STUDIO ZOOMARS 

500 Fifth Ave., N. Y. 36, BR 9-5835 

Jack A. Pegler, Bill Pegler, sls mgrs. 

VISUAL ELECTRONICS CORP 

356 W. 40th St., N. Y. 18, PE 6-5840 

James B. Tharpe, p. 

WESTREX CORP. (SOUND) 

6601 Romaine St., Hollywood 38, HO 7-1171 

T. L. Jacobsen, sup. 

THE WHOLESALE SUPPLY CO. (CHEMICAL) 

6500 Santa Monica Blvd., P. O. Box 38337, 
Vine St. Sta., HO 7-4194 

A. E. Cully, sls mer. 


Bivd., Hollywood 28, 


FILM LABS: 


ACME FILM LABORATORIES, INC. 

1161 N. Highland Ave., Los Angeles, HO 4-7471 
Mel Sawelson. 

ARTA LABORATORY, INC. 

723 Seventh Ave., N. Y., JU 6-7496 

Harold Stroud, mgr 

ASSOCIATED SCREEN INDUSTRIES, LTD. 


2000 Northeliffe Ave., Montreal, Que., 
HU 4-1186 
James Weatherby. sls mgr. 


BEBELL & BEBELL COLOR LABORATORIES 

108 W. 24th St., N. ¥. 11, WA 4-8573 

Norman Lars Bebell, p. 

BYRON MOTION PICTURES, INC. 

1226 Wisconsin Ave., N.W., Washington 7, 
FE 3-4000 

Byron Roudabush, p. 

CANADIAN FILM INDUSTRIES CO., LTD. 

310 Lakeshore Rd., Toronto 14, Ont., 
5-2351 

Arthur Gottlieb, p. 

CINEQUE COLOR?FILM LABS (SLIDES & FILM 
STRIPS) 

424 E. 89th St., N. Y. 28, SA 2-5831 

Sam Marcus. 

CONSOLIDATED FILM INDUSTRIES 

959 Seward St., Heywood 38, HO 9-1441, 
2-0881 

Sidney P. Solow, vp & g mgr; Jack M. Goets, sls. 

CONSOLIDATED FILM INDUSTRIES DIV. OF 
REPUBLIC CORP. 

521 W. S7th St., N. Y. 19, CI 6-0210 

Burton Stone, g mgr. 

CRE-ART PHOTO LABS, INC. 

1438 N. Gower, Hollywood 28, HO 2-5815 

Ed Saylan; Les Vaughn, foreman. 

CRITERION FILM LABS, INC, 

33 W. 60th St., N. Y. 23, CO 5-2180 

Irving Schecter, sls mgr. 

DELUXE LABORATORIES, INC. 

850 10th Ave., N. Y. 19, CI 7-3220 

Irwin B. Freedman, asst to p. 

DU ART FILM LABORATORIES, 
ART COLOR CORP. 

245 W. SSth St., N. ¥. 19, PL 7-4580 

L. Feldman, vp sls 

FILM EFFECTS OF HOLLYWOOD, INC. , 

1153 N. Highland Ave., Hollywood 38, HO 
9-5808 

Linwood Dunn, p; Don Weed, g mgr. 

FILM LABORATORIES OF CANADA, LTD. 

310 Lakeshore Rd., Toronto 14, Ont., CL 5-2351 

Arthur Gottlieb, p. 

FILM SERVICES, INC. 

113-19 W. Hubbard St., Chicago 10, 644-0735 

L. Hanchek, p. 

GENERAL FILM LABORATORIES 

1546 N. Argyle Ave., Hollywood 28, HO 2-6171 

Neal Keehn, vp chg sls. 

HOLLYWOOD FILM ENTERPRISES, INC. 

6060 Sunset Blvd., Hollywood 28 

T. H. Emmett, sec. 

HOUSTON COLOR FILM LABORATORIES, INC. 

DIV. OF HOUSTON FEARLESS CORP. 

230 W. Olive Ave., Burbank, Calif., TH 2-8188, 


cL 


INC.—TRI 





comes out 
flawless 


when film 


is processed at 


CEI 


From original photography to release prints, skilled 
CFI technicians accurately interpret the creative 
objectives of the cinematographer. Exacting CFI 
laboratory control and advanced processing methods 
insure maximum definition and correct tone reproduc- 
tion... consistently. 


CONSOLIDATED FILM INDUSTRIES 


959 SEWARD ST., HOLLYWOOD 38, CALIFORNIA 
HOllywood 2-0881 HOllywood 9-1441 


COMPLETE 35MM AND 16MM FILM SERVICES 
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Serving 
the 
Producer... 
- filmstrips and slides 
- quality processing 
- filmstrip photography 


MANHATTAN 


COLOR 
LABORATORY 


210 West 65th Street 
New York 23, N. Y. 
TR 3-1919 


“Why not give us a call”’ 





> 


WE DO fT ALL... Supplying all your photo- 
graphic needs... and giving you service PDQ 
...that’s National’s plan of operation. Try a 
trial balloon. You'll switch . . . in a flash! Slides 
(color & b/w)—Hot press—Flip cards—Telops— 
Crawis—ID file—Rp’s—Enlargements 


@ 


1 


Write for Free brochure 


NATIONAL STUDIOS 
42 W. 48 St. ¢ N.Y. 36 © JU 2-1926 
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K. B. Elliot. vp & ¢ mer. 

K & L COLOR SERVICE, INC. 

10 E. 46th St., N. ¥Y. 17, MU 7-2595 

Ken Lieberman, sls mer. 

KOSTER FILM FACILITIES, INC 

1017 New Jersey Ave., S. E., Washington 3, 
LI 4-4410 

William Koster, p. 

LAB-TV 

723 Seventh Ave., N. ¥Y. 19, JU 6-2293 

Ken Williams, lab mgr. 

MANHATTAN COLOR LABORATORY, INC. 

210 W. 65th St., N. ¥Y. 23, TR 3-1919 

Selwyn Robbins, p. 

MECCA FILM LABORATORIES 

630 Ninth Ave., N. Y¥. 36, CO 5-7676 

Walter Lynch. 

MODERNAGE PHOTOGRAPHIC SERVICE, INC. 

319 E. 44th St., N. ¥. 17, LE 2-4051 

Len Spiegel, sis mgr. 

MOVIELAB FILM LABS, INC, 

619 W. S4th St., N. Y¥. 19, JU 6-0360 

Saul Jeffee, p; Ben Bloom, vp sls. 

NATIONAL CINE LABORATORIES 

2006 Powhatan Rd., Hyattsville, Md., HA 2-4333 

Bob Miller. 

NATIONAL STUDIOS 

42 W. 48th St., N. ¥. 36, JU 2-1926 

Sonny Rosenberg. 

NORTHERN MOTION PICTURE 
TORIES, LTD. 

10 Dell Park Ave., Toronto 19, Ont., RU 1-6603 

S. Clemgon, sis mgr. 

PHOTO LAB, INC, 

3825 Georgia Ave, N. W., 
RA 6-2814 

Walter W. Hicks, p. 

PRECISION LABORATORIES DIV. OF 

PRECISION CINE EQUIPMENT CORP. 

928-930 E. Sist St., Brooklyn 3, N. Y., GL 1-1340 

Irwin R. Sheldon, p. 

RUSSELL-BARTON FILM CO. 

4853 Waller St., Jacksonville 5, Fla., EV 9-033! 

Donald E. Barton. 

SOUTHWEST FILM LABORATORY, INC. 

3024 Ft. Worth Ave., Dallas 11, Tex., FE 1-8347 

Jack A. Hopper, vp: Norman E. C. Naill, prodn serv 

mer. 

SWIFT MOTION PICTURE LABORATORIES, 
INC, 

1183 University Ave., N. Y. 52, CY 3-2400 

W. G. Snowden, p. 

TRANS-WORLD FILM LABORATORIES, LTD. 

4824 Cote des Neiges Rd., Montreal 26, Que., 
RE 3-7181 

A. Prefontaine, g mgr. 

UNITED FILM LABORATORIES, INC. 

6314 Santa Monica Blvd., Hollywood 38, HO 
3-3350 

Gerald Brodersen, optng mgr. 

VIDEO FILM LABORATORIES 

350 W. 50th St., N. Y¥. 19, JU 6-7196 

CINE MAGNETIC DIV. OF 

FREDERICK F. WATSON, INC. 

202 E. 44th St., N. Y. 17, MU 2-2780 

Allan A. Armour, asst to vp. 


LABORA- 


Washington, 


FILM RAW & PRINT STOCK: 


ALLIED FILM LIBRARIES 
(Under supervision of Sherman Grinberg 
Film Libr.) 


1426 N. Beachwood Dr., Hollywood 28, 





6314 SANTA MONICA BOULEVARD 
HOLLYWOOD 38. CALIFORNIA 
TELEPHONE HOLLYWOOD 3.3350 


Reader's Service 


- o 
Television Age 
414 Madison Ave., New York 22, N. Y. 


Please send me reprints (25c each, 
20c in lots totalling 10 or more) of 
the Product Group Success Stories 
checked : 


No. Number of copies 

. Auto Dealers 

. Bakeries 

. Banks & Savings Institutions 

. Beer & Ale 

. Candy & Confectionary Stores 
2. Coffee Distributors 

. Cosmetics & Beauty Preparation 
. Cough & Cold Remedies 

. Dairies & Dairy Products 

. Department Stores 

. Drugs & Remedies 

. Drug Stores 

. Diy Cleaners & Laundries 

. Electric Power Companies 

. Electrical Appliances 

.Farm Implements & Machinery 
. Furniture & Home Furnishings 
. Gas Companies 

. Gasoline & Oil 

. Groceries & Supermarkets 

. Hardware & Building Supplies 
. Home Building & Real Estate 

. Insurance Companies 

. Jewelry Stores & Manufacturers 
. Men’s Clothing Stores 

. Moving & Storage 

. Newspapers & Magazines 

. Nurseries, Seed & Feed 

. Pet Food & Pet Shops 

. Pre-fab Housing 

28. Restaurants & Cafeterias 

. Shoe Stores & Manufacturers 

. Soft Drink Distributors 

. Sporting Goods & Toys 

. Telephone Companies 

. Television & Radio Receivers 

. Theatres 

. Tires & Auto Accessories 

. Travel, Hotels & Resorts 

. Weight Control 

. Women’s Specialty Shops 


Name 


Company_ 
Position 
Address __ 
ae. 


| State 





| (I enclose payment 


| C Please enter my subscription for TEL 
VISION AGE for one year at $7. As a 
premium I will receive a copy of the 
Source Book of Success Stories which 
includes the second 15 of the above 
Product Groups. 
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for 
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MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST. 
NEW YORK 19, N.Y. JUDSON 6-0360 
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pr e Ektachrome developing and printinge registration printing e plus complete black and 
white facilities including cutting rooms, storage rooms and the finest screening facilities in the east. 
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| HO 7-7715 
| Gail Hamilton, libr. 
| E. I. DUPONT DE NEMOURS & CO., INC. 
M1 . Wilmin m 98, Del. 
Reprints of this and the Tobe Oe. 
. . Branch O s: 
Agency Commercial Producers Directory | Gian ecks Ass. Chines 00, Gn Stuns 
| D. F. Jones. 
s 7051 Santa Monica Blvd., Les Angeles 38, HO 
are available at $1 a copy i — —s 
| J. W. DuVall. 
248 W. 18th St., N. ¥. 11, WA 4-3100 
J. T. Dougherty. 


Address orders to Readers Service, 
| DUPONT OF CANADA, LTD. 
| 85 Eglinton Ave., E., Toronto, Ont. 


TELEVISION AGE 85 Eelinto 


Reckefeller Center ¢ 1270 Avenue of the Americas | Ww. J. GERMAN, INC. 


Jane St., Fort Lee, N. J.. LO 5-5978 
New York 20, N. Y. rey 


6040 N. Pulaski Rd., Chicago 46, IR 8-4064 
| 6677 Santa Monica Bilvd., Hollywood 38, 
HO 4-6131 
— ——— - —_—__- - -- ——_—— | GEVAERT CO OF AMERICA, INC. 

321 W. S4th St., N. ¥. 19, JU 6-2770 
E. J. Drexler, sls mgr. 











FILM REPAIRS & RESTORATION: 





| BEKINS FILM SERVICE CTR. 
| 10235 N. Highland Ave., Hollywood 38, HO 9. 
| 8181 

N. C. Muskey, mer. 

FILMKARE PRODUCTS CO. (SUPPPLIES) 
446 W. 43rd St., N. Y. 36, LO 4-1886 

L. H. Pleck. 
NEW YORK HYPO & SILVER REFINING CO. 
473 Scott Ave., Brooklyn 22, N. Y., ST 2-4988 


W. J. GERMAN, INC. | Tem calle <n ee 


| 
| PRESERVATIVE) 

| 3403 Cahuenga Bivd., Los Angeles 28, HO 7-1712 
| 

| 




































J. B. Nicholson. 
PEERLESS FILM PROCESSING CORP. 
165 W. 46th St., N. Y. 36, PL 7-3630 
Raoul J. Menendez, vp chg sis; Stanley Cohen, yp optns. 
Branch Office: 
959 Seward St., Hollywood 38, HO 7-9223 
Victor C. Krupa, vp. 

| PERMAFILM, INC. 

| 723 Seventh Ave., N. Y. 19, CI 6-0130 

| Paul N. Robi.s, p. 

| PERMAFILM OF CALIFORNIA, INC, 
7264 Melrose Ave., Los Angeles 46, WE 3-8245 
Sol J. Cohen, see-treas. 


RAPID FILM TECHNIQUE, INC. 


agent for the sale and distribution of 


37-02 27th St., L. I. City 1, N. Y., ST 6-4600- 
1-2-3 

Jack Bernard, p. 

VACUUMATE CORP. 

446 W. 43rd St., N. Y. 36, LO 4-1886 

L. H. Fleck, p. 


EASTMAN FILMS 


your assurance of 


optimum motion picture FILM STORAGE & DISTRIBUTION: On. 

and television quality prize 
: AFP DISTRIBUTORS, INC. 

from photography through 1600 Broadway, N. Y. 19, PL 7-5915 Pho 


. rT. Robert Gross, p. 8 
release printing. ASSOCIATION FILMS, INC. The 
347 Madison Ave., N. Y. 17, MU 5-2242 for | 
Robert Finehout, vp. 





Char 

FORT LEE, N. J. aiasiabilai ; S 
Jane Street THE ONLY St 

GUARANTEED on 


LOngacre 5-5978 


FILM SCRATCH a t 
CHICAGO, ILL. REMOVAL SERVICE! wen 


. | 6G teed RAPIDWELD process restores used, grap 
6040 N. Pulaski Rd. wort film, tomoves soratches — RAPIDTREAT 





IRving 8-4064 yyy fA, to any film! Cut costs Ch 
drastically! 

| Seo how Rapid’s woncnal low cost caves {howands ularl 

WwW + hundreds for smaller accounts. Send for VALU- i 
HOLLY W OOD, CALIF. ABLE informative booklet ON FILM ‘Sane. : " 
6677 Santa Monica Blvd. “The Film Doctors” of tr 

= ° a 

HOllywood 4-6131 R apid FILM TECHNIQUE, INC. we, 


37-02 27th St., Long Island City 1, N. Y. 
“New Life For Old Film and 
Long Life For New Film’”’ 


a data 
DuP 


liste 
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On ‘The Untouchables’ we had a 
prize-winning team,” says Director of 
Phctography Charles Straumer. 
‘There was Operator Wilbur Bradley, 
for instance, and First Assistant 
Charles Short.” 


It was this series, starring Robert 
Stack as Eliot Ness, that won 
Straumer the coveted “Emmy” award 
of the Academy of Television Arts 
and Sciences for outstanding photo- 
graphic achievement in 1959. 


Charles Straumer and his crew reg- 
ularly capture an invigorating breath 
of virility to bring the dramatic ring 
of truth to the television screen. We 
are proud to be a part of this fine 
team through Du Pont Superior® 2 
and 4. These films—and complete 
}data on them —are available from the 
Du Pont Photo Products Sales Offices 
listed here. 








ATLANTA 18, GA., 1737 Ellsworth Ind. D 
N. W.; CHICAGO 46, ILL., 4560 Touhy Av 
Edgebrook Station; CLEVELAND 16, OHI 
20575 Center Ridge Road; DALLAS 
TEXAS, 1628 Oak Lawn Ave.; LOS ANGELE 
38, CALIF., 7051 Santa Monica Blvd.; NE 
YORK 11, N. Y., 248 West 18th St.; WA 
THAM 54, MASS., 45-4th Ave. (Bostoi 
WYNNEWOOD, PA., 308 East Lancaster Av 
(Phila.); EXPORT, Nemours Bidg., Wilmir 
ton 98, Del. IN CANADA: Du Pont of Canac 
Ltd., Toronto 


®46. u. 5. pat. OFF 


Better Things for Better Living 
... through Chemist 















REEL NEWS 
FOR 
FILM MEN! 






+ Ee RE ee 






Certified Storage 
for 500,000,000 feet at 


wy 


. BEKINS 
FILM SERVICE CENTER 
>  _ a—? 



















Okengitatd (CaM 





a. 8 
to e Easy access!“ 


| e Complete records! 
* » Prompt delivery anywhere! 


% Services provided include 


Distribution 
Inspection 
Grading & Cleaning 
+ Repairing & Rejuvenation 
Scratch Removal 
Protective Coating 
Editing 
* Commercial Insertion 
Storage 





Call Bekins today 
for Certified Service! 






BEKINS 
FILM SERVICE CENTER 


1025 N. Highland + Hollywood 38 
HO 9-8181 
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BEKINS FILM SERVICE CTR. 

1025 N. Highland Ave., Hollywood 38, HO 9- 
8181 

N. C. Muskey, mgr. 

BONDED TV FILM SERVICE 

630 Ninth Ave., N. ¥. 36, JU 6-1030 

Wade Barnes, vp chg sis. 

Branch Offices: 

160 E. Illinois, Chicago 

8290 Santa Monica Blvd., Los Angeles 46, Cal. 

443 Jarvis St., Toronte, Ont. 

EAST COAST PRODUCTION, 
TECHNICAL SERV., INC. 

45 W. 45th St., N. Y¥. 36, CI 6-2145-6 

Joe Josephson, p. 

KENCO FILMS, INC. 

621 W. S4th St., N. Y. 19, PL 7-8466 

Ken Cofod, p. 

MODERN TELESERVICE, INC. 

219 E. 44th St., N. Y. 17, OX 7-2753 

J. R. Ritenour, p. 

MOVIELAB FILM LABS, INC. 

619 W. S4th St., N. ¥. 19, JU 6-0360 

Saul Jeffee, p; Ben Bloom, vp sls. 

PAUL'S FILM SERVICE 

10th FI., 521 W. S7th St., N. Y. 19, JU 2-513) 

Paul Polishuk, o. 


PEERLESS FILM PROCESSING CORP. 


EDITORIAL & 


165 W. 46th ST., N. Y. 36, PL 7-3630 
Raoul J. Menendez, vp chg sls; Stanley Cohen, vp optns. 
Branch Office: 


959 Seward St., Hollywood 38, HO 7-9223 

Victor C. Krupa. vp. 

SPONSORS FILM SERVICE 

421 W. S4th St., N. ¥. 19, PL 7-2125 

JOHN G. STRATFORD FILM CORP. 

250 W. S7th St., N. Y. 19, JU 6-7390 

John G. Stratford, p. 

SWIFT MOTION PICTURE LABORATORIES, 
INC, 

1183 University Ave., N. ¥. 52, CY 3-2400 

W. G. Snowden, p. 

TAPE-FILMS, INC. 

621 W. S4th St., N. ¥. 19, PL 7-8466 

Roy C. Lindau, sls mgr. 

TELEPRINT, INC. 

630 Ninth Ave., N. Y. 36, PL 7-8936 

Russ Kone, mer. 

TRIM TELEFILM SERVICE CORP. 

619 W. S4th St., N. ¥. 19, CO 5-4011 


| Denny De Sio, p; Mary Johnson, vp. 








TV Commercial Traffick 


Complete Servicing of all 
TV after-production needs 


e Mopbern FAcitities 
e TRAINED PERSONNEL 
e INDIVIDUAL ATTENTION 


New York Chicago Les Angeles 
OX 7-2753 DE 7-3761 WE 3-5674 


Modern Seleservice, Ine 








VIDEO VIEW, INC. 
1617 N. El Centro, Hollywood 28, HO 3-4179 
Noward Little, o; Harvey Haas, g mgr. 


GUILDS & UNIONS: 

AMERICAN GUILD OF MUSICAL ARTISTS 
(AFL-CIO) 

1841 Broadway, N. Y. 23, 

Hy Faine, nat! exec sec. 

DIRECTORS GUILD OF AMERICA, 

59 E. 54th St., N. ¥. 22, PL 9-2542 

Newman H. Burnett, exec sec. 

Branch Office: 

7950 Sunset Blvd., Hollywood 46, OL 6-1220 

Joseph C. Youngerman, nat! exec sec. 

NABET, LOCAL #531 AFC 

6223 Selma, Hollywood, HO 5-9102 

E. Martin, p; Syd Rose, regional d. 


INSURANCE: 


JEROME J. COHEN, INC. 
225 W. 34th St., N. Y. 1, 
Jerry Cohen; Ron Cohen. 
SAUL KORNREICH & SONS, INC. 
116 John St., N. ¥. 38, BE 3-3973 
Matthew R. Kornreich. 


CO 5-3687 


INC, 


CH 4-3127 








THE LARGEST 
QUALITY 


MUSIC LIBRARY 





Sources in over 100 
cities from coast to 
coast. 
for source nearest you. 


Write or wire 


CAPITOL RECORDS— 
LIBRARY SERVICES 


Hollywood & Vine 


(ies. Hollywood 28, Calif. 














Why is BONDED’s spot ship- 
ping: service more econom- 


ical? 


It permits you to place a single 
shipping order which is exe- 
cuted by trained personnel 
whose sole function is to pro- 
vide this service. 





BONDED 
TV PLM 
SBIRVICIS 


NEW YORK 
CHICAGO Ss 
LOS ANGELES 
TORONTO 


A Division of 
NOVO INDUSTRIAL CORP. 




















STANDARD ACTUARIAL WARRANTY CO. 
220 W. 42nd St., N. Y. 36, LO 5-5990 
Mark Royce, part. 


MAKE-UP: 


VINCENT J-R KEHOE ENTERPRISES 

115 E. 78th St., N. Y. 21, RE 7-0485 
MEHRON, INC. 

150 W. 46th St., N. ¥. 36, CO 5-4496 
MERCURY SUPPLY CO. 

337 S. Western Ave., Los Angeles 5, DU 3-1321 
Edward Nave; Sig Frends. 


MUSIC LIBRARIES & SOUND 
EFFECTS: 


ALLIED FILM LIBRARIES 
(Under supervision of Sherman Grinberg 
Film Libr.) 


1426 N. Beachwood Dr., Hellywood 28, 
HO 7-7715 
Gail Hamilton, libr. 


AUDIO EFFECTS CO. 

1600 N. Western Ave., Los 
HO 9.3692 

Rod Sutton, Budd Tollefson, Austin Beck, Wayne Ken- 

worthy, parts. 

CAPITOL RECORDS—LIBRARY SERVICES 

Hollywood & Vine, Hollywood, HO 2-6252 

William Loose, sup. 

CORELLI-JACOBS FILM MUSIC, INC. 

723 Seventh Ave., N. ¥Y. 19, JU 6-6673 

Fred Jacobs, p. 

FILM EFFECTS OF HOLLYWOOD, INC. 

1153 N. Highland Ave., Los Angeles 38, HO 9- 
5808 

Linwood Dunn, p; Don Weed, ¢ mgr. 

FILMSOUNDS, INC, 

128 E. 41st St., N. ¥Y. 17, TN 7-0330 

Norman Kasow. 

J. F. FILM AND SOUND SERVICE 

45 W. 45th St., N. Y. 36, CI 6-4030 

Josef Filipowic, p. 

MUSIFEX, INC, 

45 W. 45th St., N. Y. 36, CI 6-406] 

E. Robert Velazco. 

MUSIC FOR FILMS, INC, 

83 W. 60th St. N. ¥. 23, CI 7-3577 

Lou Turchen; Hy Fuchs. 

PICTURE SCORES, INC, 

115 W. 45th St., N. Y¥. 36, JU 6-1845/6 

Harry D. Glass, p. 

ROSS-GAFFNEY, INC. 

45 W. 45th St., N. ¥. 36, JU 2-3744 

James Gaffney, vp. 

THOMAS J. VALENTINO, INC, 

150 W. 46th St., N. Y. 36, CI 6-4675 

T. J. Valentino. 


Angeles 27, 








OPTICAL EFFECTS: 


AMERICAN TELEVISION ENTERPRISES 

7324 Santa Monica Bivd., Los Angeles, OL 
4-9370 

K. B. Urheim, prodn mgr. 

HOWARD A. ANDERSON CO. 

751 N. Fairfax Ave., Los Angeles, OL 3-4880 

Howard Anderson Jr. 

ANIMATION CAMERA SERVICE 

6331 Homewood Ave., Hollywood 28 
HO 5-7023 HO 5-4013 

ANIMATION STAND, INC, 

2 W. 46th St., N. ¥. 36, JU 6-2228 

Ed Wyckoff. 

C&G FILM EFFECTS, INC. 

1600 Broadway, N. Y. 19, PL 7-2098/99 


Hugo A. Casolaro, p; Martin Gottlieb, sec-treas. 
CINEFFECTS, INC. | 
115 W. 45th St., N. Y¥. 36, CI 6-0951 | 
Nathan Sobel, p; Isaac Hecht, treas. 

CINEMA RESEARCH CORP. 

716 N. LaBrea Ave., Hollywood 38, WE 3-9301 
H. A. Scheib, p. 

COASTAL FILM SERVICE INC, 

321 W. 44th St., N. ¥. 36, JU 2-7780 

Manuel Casiano, p; Ray Seti, art d. 
CONSOLIDATED FILM INDUSTRIES 

959 Seward St., Hollywood 38, HO 9-1441, 


Sidney P. Solow, vp & g mgr; Jack M. Goetz, sis. 
EASTERN EFFECTS, INC. 

333 W. S2nd St., N. Y. 19, CI 5-5280 | 
Maurice Levy, p; Samuel Levy, vp; Max Levy, sis mgr. | 
FILM OPTICALS, INC. 

421 W. S4th St., N. Y. 19, PL 7-7170 
Leon Levy. 

K & W FILM SERVICE CORP. 

1657 Broadway, N. Y. 19, Cl 5-8080-1-2 
Ralph Koch, p. 

L & L ANIMATION, INC. 

16 W. 46th St., N. Y. 36, CI 5-7471 
Larry Lippman; Iry. Levine; Chris Grodewald. 

JOHN LEWIS FILM SERVICE, INC. | 
619 W. S4th St., N. Y¥. 19, JU 2-3922 

John H. Lewis, p. 

JACK LIEB PRODUCTIONS 

1230 W. Washington Blvd., Chieago 7, CH 


2-0881 





3-2600 


Jack H. Lieb, p; Warren H. Lieb, vp. 

RAY MERCER & CO. 

4241 Normal Ave., Los Angeles 29, NO 3-9331 
Ray Mercer, g part & mer. 





s ti 
animation 
THE PRODUCER'S 
COMPLETE ART AND 
CAMERA SERVICE 











Create the RIGHT mood every time 
for your video tape recordings 
with the 


MAJGCR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full 30 hours of 
production music for titles, bridges, 
backgrounds. 


WRITE FOR FREE CATALOGUE 
AND UNLIMITED USE RATES 


THOMAS J. VALENTINO, INC. 


150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 











Larry Lippman—Irv Levine 
YU 6-9088 





480 Lexington Ave., New York 








DON'T SHOOT 


unless it's with Anicam! 


Specialized 
animation photography ensure the right 


facilities for any kind of 


solution to your problem whether 
16 or 35mm... 


large or small field. For further 


black & white or color 


information contact . . 


ANICAM 


ANIMATION CAMERA SERVICE 


6331 Homewood Ave., Hollywood 28 
HO 5-7023 HO 5-4013 














Reliability in... 





SPONSORS 
FILM SERVICE 


e Film Distribution 
e Print Procurement 
e Storage 
e Shipping 
e Editing 


SPONSORS FILM SERVICE 


A Division of 
Advertising Radio and Television Services, Inc. 
421 West 54th Street, New York 19, N. Y. @ 


PLaza 7-2125 
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“In today’s complex television picture, the 


tv executive can’t afford to take his eye off 


the ball for a moment. That’s why a 


magazine like Television Age has 
achieved such a respected place in 


our industry. 


Tv Age, like a radar signal scanning 
the tv horizon, ably gathers the facts, digests 
and presents them—always with an eye 


on the economics of the business.” 


GEORGE LABODA 
Radio & Television Director 


Colgate-Palmolive, Inc. 


Television Age 
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MODERN FILM EFFECTS 

7355 Santa Monica Bilvd., Hollywood 46, HO 
3-2334 

Daniel Genis, Jack Kerrigan, parts. 

WM. L. NEMETH STUDIOS 

45 W. 45th St., N. Y¥. 36, CI 7-1676 

Wm. L. Nemeth, o. 

OP-TRIX, INC. 

48 W. 48th St., N. Y. 36, CI 6-4939 

Arthur Jacks, prodn sup. 

STUDIO FILM SERVICE 

7324 Santa Monica Bilvd., Hellywood 46, 
HO 4-3658 

Levis DeWitt, p; Robert Kinoshita, vp; Kenneth 

Urheim, prodn mer. 

TRI-PIX FILM SERVICE, INC. 

1604 Broadway, N. Y. 19, JU 2-0650 

Guy Varrichio, p. 

VIDEART, INC. 

480 Lexington Ave., N. ¥Y. 17, MU 2-2363-4 

Joe Zuckerman, p. 

WESTHEIMER CO. 

6585 Santa Monica Bilvd., Hollywood 338, 
HO 2-6381 

Joseph Westheimer, p. 


ORIGINAL MUSIC: 


AD-STAFF, INC. 

9122 Sunset Blvd., Hollywood 46, BR 2-2671, 
CR 5-5219 

Helen Henricks, bus mgr. 

AGENCY RECORDING STUDIOS 

20 N. Wacker Dr., Chicage 6, CE 6-3632 

Jehn G. Garamoni. 

BIEVER & STEIN PRODUCTIONS 

527 Madison Ave., N. ¥. 22, PL 3-1147 

Curtis Biever, p; Lou Stein, sec-treas. 

JIMMIE CARROLL, INC. 

210 W. SSth St., N. ¥. 19, Cl 6-5967. 

RAY CONNIFF ENTERPRISES 

15022 Ventura Blvd., Sherman Oaks, Calif., 
ST 9-8101 

Cliff Broughton, gen mer. 

CORONADO PRODUCTIONS, INC. 

444 Madison Ave., N. Y. 22, MU 7-4515. 

CUMMINGS PRODUCTIONS, INC. 

35 W. S3rd St., N. ¥. 19, PL 7-6452 

Ralph Waldo Cummings, p; A. Gilbert, off mgr. 

PHIL DAVIS MUSICAL ENTERPRISES, INC. 

59 E. S4th St., N. Y. 22, MU 8-3950 

Phil Davis, p. 

GORDON M. DAY PRODUCTIONS 

1S W. 44th St, N. ¥. 36, MU 2-5299 

Gordon M. Day. 

DOLPHIN PRODUCTIONS, INC. 

37 W. Sith St., N. ¥. 19, PL 3-5892 

Allan Stanley, p; Roy Ross, creative d. 

FAILLACE PRODUCTIONS, INC. 

S59 E. Stith St., N. Y. 22, EL 5-1752 

Tony Faillace, p; Len Mackenzie, yp & creative d; 

Chick Vincent, vp chg pgm; Bob Haggart, mus d; 

Joan B. Zadig. sec. 

FORRELL, THOMAS & POLACK ASSOC., INC. 

1857 W. S7th St., N. ¥. 19, Cl 6-9131 

Gene Forrell, p; Richard M. Bradshaw, d sls. 

CHUCK GOLDSTEIN PRODUCTIONS, INC. 

730 Fifth Ave., N. ¥. 19, JU 6-7477 

Chuck Goldstein, p; Norman Richards, creative d. 

HAP MUSIC, INC. 

Suite 1501, 200 W. S7th St, N. Y¥. 19, 
Cl 6-5548 

Robin Page, sls mgr; Howard Plummer, creative d. 

RILEY JACKSON PRODUCTIONS 

6253 Hollywood Blvd., Hollywood 28, HO 
3-2324 

Riley Jackson. 








PICTURE SCORES, INC. 


Established 1937 
®@ Background Music 
© Sound Effects 
for 
MOTION PICTURES and TELEVISION 


Harry Glass, President 
115 WEST 45 ST., N.Y.C. JU 6-1845 
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JERRY JEROME PRODUCTIONS, INC. 

1 Smapdrageon Lane, Roslyn Hts. N. Y. 
MA 1-4567-54 

Jerry Jerome, vp. 

JOHNSON JINGLES 

53 Greenway South, Forest Hills 75, N. Y.. 
BO 8-2822 

Margaret Johnson, Travis Johnson, parts. 

RICHARD MALTBY, INC. (MUSIC 
PRODUCTIONS) 

Park Sheraton Hotel, Suite 267, N. Y¥. 19, 
co 5-0851 

Phyllis Freedlander, vp. 

MORRIS MAMORSKY 

56 W. 45th St., N. Y¥. 36, YU 6-1084 

Tommy Hamm, sis mgr. 

EDDY MANSON MUSIC PRODUCTION 

e/e Dell Peters, 521 Fifth Ave., N. Y. 17, 
MU 7-1750 

Dell Peters, mgr. 

MAY-LOO MUSIC 

4331 Petit Ave., Encino, Calif.. HO 3-5509 

Billy May. Bill Loose, parts. 

MUSIC MAKERS, INC, 

6 W. S7th St., N. ¥. 19, CI 5-3737 

Mitch Leigh, p. 

MUSICAL TRADEMARKS, INC. 

13S W. S2nd St., N. ¥. 19, JU 2-3820 

Jack Atherton, p. 

PICTURE SCORES, INC. 

115 W. 45th St., N. ¥. 36, JU 6-1845/6 

Harry D. Glass, p. 

ROSS-GAFFNEY, INC. 

45 W. 45th St., N. ¥. 36, JU 2-3744 

James Gaffney. vp. 

ROY ROSS ENTERPRISES 

37 W. S7th St., N. ¥. 19, MU 8-6522 

R. T. S. PRODUCTIONS, INC. 

2 W. 46th St., N. Y¥. 36, PL 7-9260 

John Gart, p; Roger White, Merrill Staton, aes. 

JACK RUSSELL & ASSOC. 

203 N. Wabash Ave., Chicago 1, ST 2-2818 

Jack Russeil, p. 

SANDE & GREENE, INC. 

8400 Sunset Blvd., Hellywood 46, OL 6-0300 

Robert L. Sande, p, treas; Larry Greene, exec yp, sec; 

Pat Carson, asst. sec. 

Branch Office: 

5S W. S3rd St., New York 19, JU 6-2388 

WILLIS H. SCHAEFER 

136 E. SSth St., N. ¥Y. 22, PL 5-4030 

Will Schaefer. 

SCOTT-TEXTOR PRODUCTIONS, INC. 

333 E. 46th St., N. ¥. 17, YU 6-3850 

Keith Texter, p; Alan Scott, treas. 

RAYMOND SCOTT'S JINGLE WORKSHOr 

140 W. Sith St., N. Y¥. 19, PL 7-5685 

Charles Barclay, mgr. 

SIGNATURE MUSIC, INC. 

240 E. S3rd St., N. Y. 22, JU 2-8800 

Hank Sylvern. p; George H. Fried, bus mer. 

WILBUR STREECH PRODUCTIONS, INC. 

135 W. S2nd St., N. ¥Y. 19, JU 2-3816 

Wilbur J. Streech, p; Jack Atherton, yp & mus d; 

S. J. Hazard, assoc. prod. 

ROBERT SWANSON PRODUCTIONS, INC. 


689 Fifth Ave., N. ¥. 22, MU 8-4355 
Robert Swanson, p; Rolf Johnson, sls. 


PROP RENTAL: 


CENTRE FIREARMS CO. (WEAPONS) 

10S W. 48th St., N. Y. 36, Cl 6-7307 

Seidman; Ellemhorn. 

CHATEAU THEATRICAL ANIMALS 
(ANIMAL DRAWN) 

608 W. 48th St., CI 6-0520 

Fred E. Birkner, mgr. 

ENCORE STUDIO (FURNITURE) 

410 W. 47th St., N. Y¥. 36, CI 6-5237 

EARL HAYS PRESS (PRINTED INSERTS) 

1121 N. Las Palmas Ave., Hollywood 38, 
HO 6-2495 

William G. Bailey; Kline Lentz. 

FRANKEL ASSOCIATES, INC. (ANIMATED 
DISPLAYS) 

56 W. 45th St., N. Y¥. 36, MU 7-3434 

HOLLYWOOD FANCY FEATHER CO. 

512 S. Broadway, Los Angeles 13, MA 5-8453 

J. Weinstein, o. 

HOUSE OF PROPS, INC. 
CURIOS) 

1117 N. Gewer St., Hollywood 38, HO 3-3166 

Al Torf, p. 

Hi. T. SALFS CO., INC. (HARDWARE) 

401 W. S3rd St., N. ¥. 19, CO 50747 

Henry Todaro. 


(ANTIQUES & 


HUDKINS STABLES, INC. (HORSE DRAWN) 

7245 Coldwater Canyon, N. Hellyweed, 
TR 7-2513 

Clyde Hudkins, p. 

IMITATION FOOD DISPLAY CO. 

197 Waverly Ave., Brooklyn 5, N. Y., TR 5-1268 

M. Inman, 0. 

FAT JONES STABLES, INC. (HORSE DRAWN) 

11340 Sherman Way, P. 0. Box 272, N. 
Hollywood, PO 5-0795 

Cc. Y¥. Jones, p; C. Fowler, sec. 

MODERN ARTIFICIAL FLOWERS & DISPLAYS, 
LTD. 

457 W. 46th St., N. Y¥. 36, CO 5-0414 

Gary Filippeili, mgr. 

DON POST STUDIOS (PROTOTYPES) 

5537 Cleon Ave., N. Hollywood, TR 7-1608 

Don Post. 

SILVESTRI STUDIO (MANNEQUINS) 

968 N. Formosa Ave., Hollywood 46, OL 4-1616 

Mario J. Silvestri; Roland Silvestri. 

STATE SUPPLY CO. 

34 Stone St., N. Y. 4, WH 3-0183 

M. Weiner, o. 


SCREENING ROOMS: 


MOVIELAB THEATRE SERVICE, INC. 
619 W. S4th St., N. ¥. 19, JU 6-0360 
Peter P. Cardasis, mgr. 


PREVIEW THEATRE, INC. 
1600 Broadway, N. Y. 19, Cl 6-0865 
William B, Gullette; Mort Hartung. 


SET CONSTRUCTION & 
SCENIC SUPPLIES: 


BERGMAN ASSOC. (DEMO PROPS) 

732 Eastern Pkwy., Brooklyn 13, N. Y., SL 
6-0434 

Lester Bergman. 


DAZIANS, INC. (FABRICS) 

142 W. 44th St., N. Y¥. 36, JU 2-1800 
Felipe Fiocca. 

Branch Office: 

318 S. Rebertson Blvd., Los Angeles 48 
Sam Gutterman, mer. 

DUNKEL STUDIO ASSOC., INC. 

637 Greenwich St., N. Y., OR 5-6675 
George Dunkel, sec-treas. 

DONN GREER & ASSOC. 

1330 N. Vine St., Hollywood 28, HO 2-1101 
Donn Greer. 

M. B. PAUL STUDIOS, INC. 

1008 N. Rexbury Dr., Beverly Hills, BR 2-2505 
M. B. Paul. 


LOU SAMUELSON CO. (FABRICS) 
1037 S. Los Angeles St., Los Angeles 15, RI 9 
8243 


SCENIC BACKGROUNDS, INC. 
8949 Sunset Blvd., Los Angeles 46, CR 1-719] 
Frank E. Mullen, p. 


SILVESTRI STUDIO 
968 N. Formosa Ave., Hollywood 46, OL 4-1616 
Mario J. Silvestri; Roland Silvestri. 


SHIPPING: 


AIR-LAND FREIGHT CONS., INC. 
165-15 Rockaway Blvd., Jamaica 34, N. Y., 
LA 7-5764 
George Feliner, distr mgr. 
BEKINS FILM SERVICE CTR., DIV. OF 
BEKINS VAN & STORAGE CO. 
1025 N. Highland Ave., Hollywood 38, HO 
9-8181 
Nicholas C. Muskey, mgr. 
BRUCE DUNCAN CO. (INTERNATIONAL) 
761% Melrose Ave., Hollywood 46, WE 6-6138 
A. B. Staudt, vp. 
EMERY AIR FREIGHT CORP. 
801 Second Ave., N. Y. 17, OR 9-3990 
John Emery Jr. 
Offices in principal cities 
FLEET MESSENCER SERVICE, INC. 
125 W. SOth S:., N. ¥. 19, LT 1-212} 
David D. Chase, vp. 


* REA EXPRESS 


219 E. 42nd St., N. Y¥. 17, MU 6-7900 

Victor Dell Aquila. 

Offices in principal cities 

SCHUMER THEATRICAL TRANSFER, INC. 
(TRUCKING) 

429 W. S3rd St., N. Y. 19, CI 6-0021-2-3 

Henry Schumer, p. 
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SOUND RECORDING: 


AD-STAFF, INC. 

9122 Sunset Bivd., Hollywood 46, BR 2-2671, 
CR 5-5219 

Helen Henricks, bus mgr. 

AGENCY RECORDING STUDIOS 

20 N. Wacker Dr., Chicage 6, CE 6-3632 

John G. Garamoni, o. 

A&R RECORDING, INC. 

122 W. 48th St., N. Y. 36, JU 2-1070 

Norman Jensen, studio mgr. 

AUDIO EFFECTS CO. 

1600 N. Western Ave., Leos Angeles 27, 
NO 9.3692 

Rod Sutton, Budd Tollefson, Austin Beck, Wayne Ken- 

worthy, parts. 

AUDIO TECHNIQUES, INC. 

247 W. 46th St., N. ¥. 36, JU 6-2619 

Lawrence J. Kreeger, p. 

BOULEVARD RECORDING STUDIOS, INC. 

632 N. Dearborn St., Chicago 10, WH 4-2752 

Hal Kaitehuck. 

BYRON MOTION PICTURES, INC. 

1226 Wisconsin Ave., N.W., Washington 7, 
FE 3-4000 

Byron Roudabush, p. 

DICK CHARLES RECORDING SERVICE, INC. 

729 Seventh Ave., N. Y. 19, JU 2-7920 

Charles Hopp, bus mgr. 

CINE-MAGNETICS 

202 E. 44th St., N. Y. 17, MU 2-2780 

Allan A. Armour, vp. 

CINEMA RECORDING CO. 

21 W. 46th St., N. Y. 36, JU 2-4291 

Valen Peters. 

CINESOUND CO. 

1037 N. La Brea Ave., Hollywood 38. 
OL 4-3004 

Rose Layos Green, o. 

FILM RECORDERS 

1515 N. Western, Hollywood 27, HO 9-316% 

R. Newman. 

J. F. FILM AND SOUND SERVICE 

45 W. 45th St., N. Y. 36, Cl 6-4030 

Josef Filipowic, p. 

411 SOUND RECORDING STUDIO, INC. 








TV FILM 
PRODUCERS 


Complete services and facilities for 
producing Motion Pictures from 
Shooting Stage to Finished Print. 


* STAGE, approx. 80’ x 100’ 

* RYDER Hollywood Recording 
equipment for Studio & Loca- 
tion 

* RECORDING, RERECORDING, 
MIXING, DUBBING STUDIO 


° TES + ieee, Opti- 
ca 
and 
PATHES FABULOUS 7-A., The one 


Studio that combines Spaciousness 
and Acoustical design for the best 
in Music Scoring and Recording. 
* 35 and 16 MM Projection 
* 4"-%%" Monaural, Stereo, 
Triple Track, 15-30 ips. 
* Transcrintions, Dubs, Sync 
Dises, Masters, Pressings. 
*Editing, Remixing. 


PATHE 
SOUND SERVICES, INC. 


(A subsidiary of World Famous PATHE 
LABORATORIES.) 


105 East 106th Street 
New York 29, New York 
EN-9-4040 TR-6-1120 

















411 Fifth Ave., New York 16, MU 3-7611 
Pat Sullivan, p; Anthony N. Oriolo, g¢ mgr; Joseph 
W. Lipman. 

GLEN GLENN SOUND CO. 

6624 Romaine, Hollywood 38, HO 9-7221 
Richard E. Peck. 


KOSTER FILM FACILITIES, INC. 

1017 New Jersey Ave., S. E., Washington 3, 
LI 4-4410 

William Koster, p. 

JACK LIEB PRODUCTIONS 

1230 W. Washington Blvd., Chicago 7, CH 
3-2600 

Jack H. Lieb, p; Warren H. Lieb, vp. 

NATIONAL RECORDING STUDIOS, INC. 

730 Fifth Ave., N. Y. 19, PL 7-6440 

Irving Kaufman, Hal Lustig, Carl Lustig. 

NORTHERN MOTION PICTURE LABORA- 
TORIES, LTD. 

10 Del Park Ave., Toronto 19, Ont., RU 1-6603 

8S. Clemson, sls mgr. 





Music Scoring 


Rerecording Mixing 





OLMSTED SOUND STUDIOS, INC. 

1 E. 54th St. N. Y, 22, PL 1-0890 

Richard B. Olmsted, p; Arthur Shaer, vp. 
PATHE SOUND SERVICES, INC. 

105 E. 106th St., N. Y. 29, EN 9-4040 
Ken Upton, vp & g mer. 

PHOTO-MAGNETIC SOUND STUDIOS, INC. 
3 E. S7th St., N. Y. 22, MU 8-8690 

John Arvonio, studio mgr. 


QUE RECORDING CO. 

6233 Hollywood Bivd., 
HO 4-8351 

Normand Houle, p; John Barber, prodn mgr. 

RADIO UNIVERSAL RECORDERS 

7000 Santa Monica Bivd., Hollywoed, HO 3- 
3282, 9-8282 

Arnold Daly, sis mgr. 

RECORDING STUDIOS, INC. 

1639 Broadway, N. Y., PL 77-8855 

Bob Kingsley. 


Hollyweed 28, 





411 FIFTH AVENUE * NEW YORK 16, N. Y. 
Telephone: MUrray Hill 3-7611 


Narration 


Dubbing 


Complete Transfer Facilities 


A COMPLETE SOUND SERVICE 


= 
= 
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REEVES SOUND STUDIOS 

804 E. 44th St., N. ¥. 17, OR 9-3550 

TELESOUND STUDIOS 

6926 Melrose Ave., Hollywood 38, WE 1-8161 

Clarence Thompson, 0. 

TITRA SOUND CORP.-TITRA DUBBING CO., 
INC, 

1600 Broadway, N. Y., PL 7-6681 

Dave Horne, vp. 

TODD-AO 

1021 N. Seward St., Hollywood 38, HO 3-1136 

Fred Hynes. vp. 

TV RECORDERS 

GATE Suncet “ed. Hollywood 28, HO 9-8201 

Lawrence A. Alcholtz, p. 

UNIVERSAL RECORDING CORP. 

46 F. Walten St.. Chicago 11, 

John Brix, prodn sup. 


STAGE RENTAL: 


8. W. CALDWELL LTD. 
447 Jarvie St., Toronto, Ont., WA 2-2103 
Sydney Banks, vp prodn. 


MI 2-6465 


CANADIAN FILM INDUSTRIES CO., LTD. 
310 Lakeshore Rd., Teronte 14, Ont.. 
CL 5-2351 


Arthur Gottlieb, p. 

KOSTER FILM FACILITIES, INC. 

1017 New Jersey Ave., S. E., Washingten 3, 
Li 4-4410 

William Koster, p. 

JACK LIEB PRODUCTIONS 

1230 W. Washington Bivd., 
3-2600 

Jack H. Lieb. p; Warren H. Lieb, vp. 

MAGNA FILM PRODUCTIONS, INC. 

55 Berkeley St., Boston 16, HU 2-5580 

Robert Berman, p; Ad Schneider, vp. 

NELSON STUDIOS, INC. 

1079-Nelson Ave., N. ¥Y. 52, CY 3-8480 

Vineent Denneriein, mgr. 

NEW YORK STUDIOS, INC. 

354 W. 45th St., N. Y. 36, PL 7-2271 

J. Lencina. 

FREDERICK K. ROCKETT CO. 

6063 Sunset Blvd., Hollywood 28, HO 4-3183 

F. Stanton Webb, vp. 


Chieago 7, CH 





Shot | 


Come Meet Us 
And Be Sure 


1500 VARIOUS ANIMALS | 
ALWAYS ON FILE 


Call CH 3-2700 
331 W. 18 ST. 
N.Y. 11, N.Y. 





heute 





DANNY ROUZER STUDIO 
7022 Melrose Ave., Hollywood 38, WE 6.2494 
Danny Rouzer, 0. 


RUSSELL-BARTON FILM CO. 
4853 Waller St., Jacksonville 5, Fla., EV 9-0331 
Donald E. Barton. 


STOCK SHOT LIBRARIES: 


LEM BAILEY COLOR 

7934 Santa Monica Bilvd., 
OL 4-8197 

Lem Bailey, g mgr. 


ELMER DYER FILM LIBRARY-WORLD WIDE 
FILMS 

711 N. Lajolla 

Elmer Dyer, o. 

SHERMAN GRINBERG FILM LIBRARIES, INC. 

1438 N. Gower St., Hollywood 28, HO 4-7491 

Sherman Grinberg, p. 


Branch Office: 
245 W. S3th St., 


STOCK LIBRARY 


Los Angeles 46, 


Ave., Hollywood, OL 3-5072 


N. ¥. 19, JU 6-8750 


Bernard Chertok, vp. 

ALLAN SANDLER FILM LIBRARIES, IN. 

6926 Melrose Ave., Los Angeles, WE 3-)700, 
WE 1-0309 


Allan Sandler, p. 
STOCK SHOTS, INC, 

333 W. S2nd St., N. ¥. 19, JU 2-6185 
Maurice H. Zouary, p. 


STOCK SHOTS TO ORDER, INC. 
550 Fifth Ave., N. Y. 36, CI 6-0690 
Raymond Pheelan. 


JOHN G. STRATFORD FILM CORP. 


250 W. S7th St., N. ¥. 19, JU 6-7390 
John G. Stratford, p. 





TALENT: 


ADAMS-WORTMAN AGCY. (PERFORMER, 
MODEL) 

60 W. 46th St., N. Y. 36, CI 7-2635 

Bret Adams, Don Wortman. 


AIRTIME PROCEDURES, INC. (PAPERWOItK) 


6646 Hollywood Blvd., Hollywood 28, 
HO 6-6011 

J. Stuart Galbraith, p. 

ALL-TAME ANIMALS AGCY. 

48 E. S7th St., N. Y. 22, PL 2-5885 

Douglas Gruber, mer. 

GLORIA ANDERSON (MODEL) 

1435 N. Fairfax Ave., W. Hollywood 16, 


OL 6-3267 
Gloria Anderson 





DAWN ANIMAL AGENCY 


“Professional Animals for All Media” 


1545 BROADWAY JU 2-5729 
NEW YORK 36, N.Y. OW 9-4789 











ANIMAL ARTISTS 
248 E. 33rc St., N. Y. 
Howard Finkelstein 


16, MU 9-0552 


ANIMAL KINGDOM 


3021 Milwaukee Ave., Chicago 18, CA 77-6410 
Bern‘e Hoffman, o. 

ANIMAL TALENT SCOUTS, INC, 

331 W. 18th St.. N. ¥Y., CH 3-2700 

Lorrain D’Essen, exec d 

CHATEAU THEATRICAL ANIMALS 

608 W. 48th St., N. Y. 36, CI 6-0520 


Fred E. Birkner, mgr; Gloria Stoesser 


DAWN ANIMAL AGCY., INC, 
1545 Broadway, N. Y. 36, JU 2-5729 
Leonard Brook, Barbara Austin 


JOSEPH C. DONOHUE 
8733 Sunset Blvd., Hollywood 46, OL 7-1373 
Joseph Donohue. 


FORD MODEL ACCY. 

949 Second Ave., N. Y., MU 8-8538 
FOSTER-FERGUSON AGCY., INC, 

256 E. 49th St., N. Y. 17, PL 2-4740 
Jean Foster; Babs Ferguson. 


GENERAL ARTISTS CORP.—TV DIVISION 
640 Fifth Ave., N. ¥. 19, Cl 7-7229 
Herman Rush, sen vp tv. 


HOLLYWOOD CASTING AGCY. (EXTRAS) 


6616 Uollywood Bilvd., Suite 208, Hollywood 
28, HO 1.9308 

Rolert Cochrane, casting d. 

HUDKINS STABLES, INC. 

7215 Coldwater Canyon, N. Hollywood, 


TR 77-2513 
Clyde Hudkins, p. 


FAT JONES STABLES, INC. 

11340 Sherman Way, P. O. Box 272, N. Holly- 
weed, PU 5-0795 

Cc. Y. Jones, p; C. Fowler, sec. 


VINCENT J-R KEHOE ENTERPRISES (DEM- 
ONSTRATION) 
1fS E. 18th St, N. Y. 21, RE 7-0485 


AILEEN PAUL ASSOC. (FOOD PREPARATION) 
121 Gladwin Ave., Leonia, N. J., WI 77-1541 
Aileen Paul, o. 








Chateau %* 


== THEATRICAL ANIMALS 


ANIMAL TALENT FOR 


TV COMMERCIALS 


from A Flea To An Elephant 
From A Goatcart To A 
Stagecoach 


608 W. 48th St., N. Y. 36, N.Y. 


TELEPHONE: Ci 6-0520 
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PEOPLE & PRODUCTIONS, INC, 

167 Brosdway, N. Y., JU 6-0173 

Marge Kern, p. | 

PLAZA FIVE, INC. (MODEL) 

65 E. 55th St., N. ¥. 22, PL 5-5893 

Joan Byrne. 

RICE McHUGH AGCY. (PERFORMER, MODEL) 

59 I. 54th St., N. ¥Y. 22, PL 2-0222 

Ruth Hakim. ty ¢ agent. 

JACK RUSSELL & ASSOC. (CONSULTANT) 

203 N. Wabash Ave., Chicago 1, ST 2-2818 

Jack Russell, p. 

WILLIAM SCHULLER AGCY. (MODEL) 

200 W. S7th St., N. ¥. 19, JU 2-3434 

Monica Stuart, mgr. 

SCHWARTZ-LUSKIN, INC. 

65 E. SSth St., N. Y. 22, PL 3-1529 

Mort Shwartz. 

JACK/JACKIE SHAFTON’S PUPPETMASTERS 

8118 Leeckout Mt. Ave., Hollywood 46, OL 
4-2350 

Jack Shafton, 0. 

PATRICIA STEVENS MODEL & TALENT AGCY. 

22 W. Madison, Chicago, ST 2-9107 

Norman Scucart, tal d. 


CHARLES B. TRANUM, INC, 

603 Madison Ave., N. Y. 22. PL 1-3880 
Charles B. Tranum. 

WARD-KEMP AGCY, INC, 

1227 Sixth Ave., N. Y., PL 7-0280 

Tom Ward; Lynn Rosselli. 





TITLES & ART: 


HOWARD A. ANDERSON CO. 

751 N. Fairfax Ave., Les Angeles, OL 3-4880 
Howard Anderson, Jr. 

ARTHUR BROWN & BRO., INC. 

2 W. 46th St., N. ¥. 36, CO 5-7100 

William Einitorn, sis mgr. 

C&G FILM EFFECTS, INC. 

1600 Broadway, N. Y. 19, PL 7-2098/99 

Hugo A. Casolaro, p; Martin Gottlieb, sec-treas 
CINEMA RESEARCH CORP. 

716 N. LaBrea Ave., Hollyweod 38, WE 3-930! 
H. A. Scheib, p. 






















of film in one of the most com- 
plete film libraries in the world. No 
matter what you're looking for in 
stock footage — you'll find it at 


SHERMAN GRINBERG 
FILM LIBRARIES, INC. 
1438 N. GOWER ST., HOLLYWOOD 28, CALIF. 
HOLLYWOOD 4-7491 
245 W. SSTH ST., NEW YORK 39, IY. 
JUDSON 6-8750 
















The next issue of the 


Television Age 
Commercial Quarterly 
will be published 


December 26 


It will include the 
Television Age 


Semi-Annual Directory 


of Tv Commercial Producers 


For preferred position 


reserve space now 




















title and 
optical effects by 
cinema research 
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Phone WEbster 3-9301 





HOLLYWOOD 38, CALIF. 





716 N. LA BREA AVENUE 
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COASTAL FILM SERVICE, INC. 

S21 W. 44th St., N. ¥. 36, JU 2-7780 

Manuel Casiano, p; Ray Seti, art d. 

CONSOLIDATED FILM INDUSTRIES 

959 Seward St., Hollywood 38, HO 9-1441, 
2-0881 

Sidney P. Solow, vp & g mgr; Jack M. Goetz, sls. 

THE CRAFTSMAN CO. 

6362 Santa Monica Blvd., Hollywood 38, HO 
99-5594 

Harry C_ Reitz, o. 

A. IL. FRIEDMAN, INC, (MATERIALS) 

25 W. 45th St., N. Y. 36, Cl 5-6600 

Tobias Moss, adv mgr. 

F. HILLSBERG, INC. 

421 W. S4tth St., N. ¥. 19, PL 7-1525 

Frank Hillsberg. p. 

HOT PRESS CO. 

2 W. 46th St., N. Y¥. 36, CI 5-6350 

Bud Wyckoff. 

RAY M. JOHNSON 

6653 Santa Monica Blvd., Hollywood 338, 
HO 5-4108 

Ray M. Johnson. 

K & W FILM SERVICE CORP. 

1657 Broadway, N. Y. 19, CI 5-8080 

Ralph Koch, p. 

KNIGHT TITLE SERVICE 

145 W. 45th St., N. ¥. 36, CO 5-2080 

R. B. Knight. 

L&L ANIMATION, INC. 

16 W. 46th St., N. ¥. 36, CI 5-7471 

Larry Lippman; Irv. Levine; Chris Grodewald 

JOUN LEWIS FILM SERVICE, INC. 

619 W. S41th St., N. Y¥. 19, JU 2-3922 

John H. Lewis, p. 

MAZIN-WYCKOFF CO., INC. 

2 W. 46th St., N. Y. 36, JU 6-2226 

Ed Wyckoff. 

RAY MERCER & CO. 

4241 Normal Ave., Los Angeles 29, NO 3-9331 

Ray Mercer. g part & mer. 

WM. L. NEMETH STUDIOS 

45 W. 45th St., N. Y. 36, CI 7-1676 

Wm. L. Nemeth. o. 

ALBERT PAGANELLI 

21 W. 46th St., N. ¥. 36, JU 2-2899 

Albert Paganelli, o. 

QQ TITLES 

247 W. 46th St., N. ¥. 36, CI 7-2126-7 

Irving Sheib 

LARRY REYNOLDS 

160 Storer Ave., New Rochelle, N. Y., NE 
6-8992 

F. A. RUSSO, INC, 

230 Park Ave., N. Y. 17, MU 9-2440 

H. W. Rohifs, vp. 

RUSSO PHOTOGRAPHIC SERVICE 

480 Lexington Ave.. N. Y., YU 6-9180 

H. Warren Rohifs, g mgr. 

HAL SFECER PRODUCTIONS 

48 W. 48th St., N. Y. 36, CI 6-4939 

Riehard Rauh, prodn sup. 


SEL ANIMATION, INC. 

75 W. 45th St., N. Y¥. 36, CI 5-6781 

Lou Marcus, p; Ed Feldman, vp; Stan Beck, treas. 

ALBERT SEMELS STUDIO, INC. 

165 W. 46th St., N. Y. 36, Cl 5-6806 

Albert Semels. 

STAHL EDITING & TITLING SERVICE 

33 W. 42nd St., N. Y¥. 36, PE 6-9517 

Miss W. E. Stahl. 

STEVEN SCREEN PRINT, INC. 

8163 Melrose Ave., Los Angeles 46, OL 1-2333 

Jim Steven, p. 

STUDIO BLUE PRINT CO. (TV SLIDES) 

S750 Hollywood Blvd., Los Angeles 28, HO 
2- > 

V. H. Sandel, S. Scalco, os. 

STUDIO FILM SERVICE 

7324 Santa Menica Blvd., Hollywood 46, 
HO 4-3658 

Louis DeWitt, p; Robert Kinoshita, vp; Kenneth 

Urheim, prodn mgr. 

TRI-PIX FILM SERVICE, INC. 

1604 Broadway, N. Y. 19, JU 2-0650 

Guy Varrichio. p. 

VIDEART, INC. 

480 Lexington Ave., N. Y. 17, MU 2-2363/4 

Joe Zuckerman, p. 

WESTHEIMER CO. 

6585 Santa Monica Bilvd., Hollywood 38, HO 
2-6381 

Joseph Westheimer, p. 


VIDEO TAPE SERVICES: 


GENERAL TELEVISION NETWORK 

1280 Fifth Ave., N. ¥. 29, EN 9-3000 

R. L. Colten. vp, g mgr. 

Branch Office: 

901 Livernois Ave., Ferndale 20, Mich., LI 
8-2500 

J. L. Mayer, vp. g mer. 

GENN-ARMISTEAD TELEVISION 

1041 N. Formosa Ave., Hollywood 46, HO 
77-6181 

Mark Armistead. 

MAGNA FILM PRODUCTIONS, INC. 

55 Berkeley St., Bosten 16, HU 2-5580 

Robert Berman, p; Ad Schneider, vp. 

MERIDIAN FILMS LTD. F 

1202 Woodbine Ave., Toronto, Ont., OX 83-1628 

Ralph Foster, p; Herbert S. Alport, d fim div; W. A. 

Perry. vp & g mgr; James Leitch, chf eng. 

METROTAPE DIV. OF METROPOLITAN 
BROADCASTING CORP. 

205 E. 67th St., N. ¥Y. 21, LE 5-1000 

L. W. Hicks, optns mgr. 

MOBILE VIDEO TAPES, INC. 

1607 N. El Centro, Hollywood, HO 4-7188 

Jack Meyer, vp 

NATIONAL BROADCASTING CO., TELESALES 
DEPT. 


30 Rockefeller Plaza, N. ¥Y. 20, CI 7-8300 

Jerry Madden. d Eastern Div. 

Branch Office: 

3000 W. Alameda, Burkbank, Cal., TH 5-7000 

Dean Craig, mgr Pacific Div. 

NATIONAL VIDEO TAPE PRODUCTIONS, INC. 

36 W. 44th St., N. ¥. 36, MU 2-3627 

William Duryea. client serv. 

SKELTON STUDIOS 

1416 N. LaBrea Ave., Hollywood 28, HO 9-2731 

Red Skelton, p; Ed Hillie, g mgr. 

TELE-TAPE PRODUCTIONS, INC. 

434 W. Chicago Ave., Chicago 10, SU 7-4919 

Jim Witte, prod-sis. 

TERMINI VIDEO TAPE SERVICE, INC. 

1440 Broadway, N. Y. 18, PE 6-6323 

Anthony Termini, p. 

UNIT TEN 

1518 Crossroads of the World, Hollywood 28, 
HO 6-3688 

R. M. Vaughan. 

VIDEO RECORDING SALES WNBQ CHICACO 

Merchandise Mart Plaza, Chicago 54, SU 7-8300 

William W. Huffman, mgr. 

VIDEOTAPE PRODUCTIONS OF NEW YORK, 
INC, 

205 W. S8th St., N. ¥. 19, JU 2-3300 

Howard S. Meighan, p; John B. Lanigan, vp, g mgr; 

Herbert W. Hobler, sls mgr; Charles Holden, exec prod, 

VIDEO VIEW, INC. 

1617 N. El Centro, Hollywood 28, HO 3-4179 

Howard Little, 0; Harvey Haas, g mer. 

WBEM.-TV 

630 N. McClurg Court, Chicago 11, WH 4-6000 

Eugene H. Bohi, d vtr, prod sis. 





Abbreviations 
Abbreviations commonly used in 
this directory: c—commercial; 
chf—chief ; charge; 
chmn—chairman; d—director; 
flm—film; g—general; mgr— 
manager; o—owner; optns—op- 
erations; p—president; part— 
partner; pgm—program; prod— 
producer ; prodn—production; pr 
—public relations; sls—sales; 
sup — supervisor; tal — talent; 
traff—traffic; vtr—video tape; 
vp—vice president; zn—zone. 


chg—in 

















EVEN FASTER ACTION AT COASTAL 





we were : our séams © =>. now have OVER 3,000 SQUARE FEET... to 


accommodate .. . 
four optical benches . . . including AERIAL IMAGE .. . 
staff of 26... 


LARGER ART DEPARTMENT . . . creative animation . . . titles . . . done on 
the spot... 


DEVELOPING MACHINE turns out over 700 feet of check prints or High 
Contrast per hour . . . deadline? . . . all in a day's work... 


QUALITY CONTROL DEPARTMENT . . . color or B & W ... saves time . .. 


saves money... 


® you've seen our work for ... Yuban . . . Coca-Cola ... Beemans ... RCA... Herr... GE... 
Vicks . . . Lipton Tea . . . Birdseye . . . Tide . . . Camels . . . and many, many others . . . 


et COASTAL FILM SERVICE . . . JU 2-7780 


321 West 44th Street ... New York 36, N. Y. 


here's why ... 
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Space (Continued from page 25) 


ownership and control to the FCC, 
which has not as yet made an absolute 
ruling on the subject. FCC chairman 
Minow has made it clear, however, in 
testimony before Congress, that he 
considers the commission bound to 
decide for a system of private owner- 
ship by the terms of the Communica- 
tions Act of 1934. That is, if such pri- 
vate ownership can be made practica- 
ble and not be monopolistic. 

Following considerable propaganda 
and counter-propaganda, and early 
confusion caused by a sudden reversal 
in the FCC’s policy toward ownership, 
the commission invited 10 interna- 
tional communications carriers and 
equipment suppliers to join in an Ad 
Hoc carriers committee to study the 
possibilities of a joint venture. 

The Ad Hoc committee is to report 
back its findings and make recom- 
mendations to the FCC on Oct. 13. 
Reports have «'rculated, however, that 
the committee has been unable to 
agree on an agenda for its discussions, 
let alone agree on an equitable yet 
non-monopolistic system of ownership 
or participation. 


One System Ruled Out 


Any system in which ownership 
would be based on usage—a system 
proposed earlier this year by AT&T— 
has been definitely ruled out by the 
FCC because it would necessarily give 
AT&T a very strong monopoly posi- 
tion in the system. 

Among the more interesting pro- 
posals put forth by those concerned 
is a plan by Lockheed, which incor- 
porated a company called Telsat, Inc., 
as a nucleus for a company which 
could be jointly owned by contractors, 
carriers and the public. 

General Electric has also incorpo- 
rated such a company, Communica- 
tions Satellites, Inc. (abbreviated 
ComSat), to serve as a nucleus of a 
joint-ownership system. 

RCA Communications, Inc., sub- 
sidiary of the Radio Corp. of Amer- 
ica, has been active in the space 
studies since 1951, and has been a 
major contractor in a number of Gov- 
ernment projects, including SCORE, 
which relayed the President’s peace 


message to the world in December 
1958, and the Tiros tv weather satel- 
lite. RCA is now prime contractor for 
NASA on Project Relay. In military 
systems, RCA was responsible for de- 
velopment of BMEWS (Ballistic Mis- 
sile Early Warning System) and 
SAINT, the satellite inspection unit 
sometimes called our “spy in the sky.” 


Three Basic Principles 


RCA’s senior executive vice presi- 
dent, Dr. Elmer W. Engstrom, and a 
director of RCA Communications, 
Inc., recently set down the following 
three principles as being “fundamen- 
tal” to commercial satellite communi- 
cations: 

1. Regardless of the ownership of 
space satellites, all international com- 
munications common carriers should 
have equitable and direct access to, 
and no-discriminatory use of, the 
satellites. 

2. The satellites should be available 
to such carriers or reasonable terms 
to use for any services which the FCC 
authorizes them to provide, now or 
in the future, without any restrictions 
imposed against such use, through 
contract or otherwise, by the owner 
or other organization controlling the 
satellites. 

3. Each such American carrier and 
overseas agency should have the right 
to establish, own and operate its 
ground stations for transmitting and 
receiving signals via the satellites. 

In these three points, which were 
made in an informative speech by Dr. 
Engstrom before the Senate Small 
Business Committee on Aug. 3, the 
two points that stand out are that no 
other than 
communications 


businesses international 


common carriers 
need be considered, and that their 
rights should not be jeopardized 
“through contract or otherwise.” This 
is apparently an allusion to the con- 
tract negotiated by AT&T and NASA, 
which has not been made public. 
Needless to say, the major elec- 
tronic-equipment manufacturers, pro- 
pulsion-engineering companies and 
other suppliers were not willing to 
stand by and watch the international 
common carriers 
dominate sky tv. When they com- 


plained bitterly, and the FCC began to 


communications 





J. Michael Early, prominent labor- 
management expert, has been appoint- 
ed acting manager of wwi-tv Neu 
Orleans. He has been closely associ- 
ated with the ww broadcasting op- 
eration for over 20 years as a con- 
sultant and advisor. He has also been 
in complete charge of labor relations 
and has conducted management sur- 
veys for both WWL-Tv and wWwL 
Radio. 





listen, the international common car- 
riers cried that admission of equip- 
ment manufacturers would impose an 
intolerable organizational strain on 
the operation. The equipment manu- 
facturers won a change of heart in the 
FCC, pointing out that the giants such 
as AT&T and RCA were themselves 


equipment manufacturers. 


Ad Hoc Under Attack 


Even with its base broadened to in- 
clude large equipment manufacturers, 
the FCC-appointed Ad Hoc carriers 
committee has come under heavy at- 
tack from members of Congress. On 
Aug. 24, 35 Democrats in both the 
House and the Senate sent an urgent 
letter to President Kennedy urging 
him to delay final determination on 
whether a satellite communications 
system should be publicly or privately 
owned, 

Citing the FCC’s orders of May 24 
and July 25 last, the Congressmen’s 
letter read, in part: 

“The FCC orders appear for all 
practical purposes to determine that 
the satellite communications system is 
to be owned and operated by this 
group of 10 ‘international carriers.’ 
This would mean that only four con- 
cerns would participate in the system’s 
ownership since the other six com- 
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panies in this group have professed 
no interest whatsoever in space com- 
munications. More important, it would 
mean that one of these four com- 
panies, AT&T, would have a dominant 
and very probably a monopoly posi- 
tion in ownership of the space-com- 
munications system. In effect, AT&T 
would be the chosen instrument of the 
United States Government to own and 
control civilian space communica- 
tions. 

“This would be intolerable from the 
standpoint of the public interest. As 
the Department of Justice has stated, 
‘the continuing opportunity (for 
AT&T) to favor its own facilities 
would always be present and would 
inevitably result in discrimination or 
suspicion of discrimination no matter 
how strict might be the policy of 
[AT&T] to provide equal service to 
its competitors.’ Furthermore, ‘the 
opportunity to favor the purchase of 
equipment produced by [ AT&T’s sub- 
sidiary, Western Electric Co.] would 
be irresistible’.” 

Among the signers of the letter were 





STORY 
BOARD 


WTRF-TV 





WATCHing! This was over- 
heard: ‘Watching TV | discov- 
ered that the cigarette I've 
been smoking doesn't even 
have it in the middle." 
WATCH wirf-tv 
WATCH it! Cy Ackermann said 
it! . . . “Not only is the cost of living higher 
—some of it isn't fit to drink!" 
WATCH Wheeling 
WATCH out! A landlubber went to the East 
coast for skindiving, outfitted with the newest 
and best gear: rubber suit, depth gauge, flip- 
pers, waterproof watch, sling gun, Aqualung, 
mask, etc. etc.—even a blackboard and spe- 
cial chalk for underwater communication with 
other divers. After twenty minutes of discov- 
ering in the strange and wonderful underwater 
world, he looked up and saw a swimmer clad 
in nothing but bathing trunks. Puzzled, then 
infuriated, the diver pulled out his blackboard 
and wrote: ‘What gives? Spent $450 for spe- 
cial gear. You here with nothing?"' Whereupon 
the other man took the chalk and scrawled 
rapidly: “Stupid, I'm drowning!" 
WATCH Seven 
WATCH ‘em! If you don't think peanuts are | 
fattening, just look at some of the elephants | 
who love eating them. | 


“WATCH, 
man!"* 


WATCH wirf-tv 
WATCHA say? Seen the Grand Canyon? It's 
gorges! ... | 
WATCH Wheeling 
WATCHful! If you want to say something in 
the average American home today you have 
to go through channels. | 
WATCH Seven | 
WATCHing channel seven is a habit with the | 
folks around here and our rep, George P. 
Hollingbery will be glad to give you details 
to prove it. Pull in the Wheeling-Steubenville 
TV audience from WTRF-TV in Wheeling. | 


CHANNEL 
SEVEN 


WHEELING, 


WEST VIRGINIA 
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Senators Hubert H. Humphrey of 
Minnesota, Estes Kefauver of Tennes- 
see and Wayne Morse of Oregon. In 
the House of Representatives, signers 
included Emmanuel Celler of New 
York, William Fitts Ryan of New 
York and James Roosevelt of Cali- 
fornia. 

Representative Ryan has also sub- 
mitted a concurrent resolution to the 
House calling for a two-year interim 
period of Government ownership and 
operation of the satellite system, per- 
mitting time for more mature reflec- 
tion on legal and other problems. 

“I view the time in which a com- 
munications satellite system would be- 
come operable as a matter of urgent 
priority,” Mr. Ryan said, testifying 
before the monopoly subcommittee of 
the Senate Select Committee on Small 
Business. “I do not view the time in 
which a system becomes privately 
owned as of crucial import!” 


Government Policy 

A policy of interim Government or 
public ownership of communications 
satellites, it is to be noted, was re- 
portedly urged in a secret study pre- 
pared for NASA by the United Re- 
search Corp. of Cambridge, Mass. A 
principle drafter of the report was 
Gerald W. Siegel, who had been a 
legislative adviser to Vice President 
Johnson. The Vice President is chair- 
man of the Federal Space Council. 

The report proposed that the com- 
munications satellite system be carried 
out under “a tightly controlled Gov- 
ernmental program,” with Govern- 
ment funds used as “the primary basis 
for development of a commercially 
feasible system.” The Government 
would defer the question of ownership 
“by adopting a policy of interim pub- 
lic ownership with private opera- 
tions,” with the “clear intention” of 
transferring the system to private 
ownership “at the earliest feasible 
time unless it is later determined that 
such a transfer is not in the best public 
interest.” 


Veered Away 
The Government, possibly in the 
hope of speeding up the program, 
veered away from this “interim own- 
ership” policy. The House and Senate 


groups hope to have that possibility 








Lebanese Tv 


Time-Life Broadcast, Inc., 
television and radio division of 
Time, Inc., has become associ- 
ated with the Lebanese tele- 
vision company, Campagnie 
Libanaise de Television, in 
Beirut. The company, known as 
CLT, owns and operates the only 
television facility in Lebanon 
and has been serving the Leba- 
nese people since 1959. 

The announcement was made 
simultaneously in Beirut and 
New York by Gen. Soleiman 
Naufal, president of CLT, and 
Andrew Heiskell, chairman of 
the board of Time, Inc. General 
Naufal welcomed Time-Life as 
a stockholder and active partner 
in CLT’s station management, 
programming, production and 
sales, “because of its long ex- 
perience in television as well as 
in international communications 


generally.” 
Mr. Heiskell expressed Time, 
Inc.’s_ intention of “whole- 


hearted permanent collabora- 
tion” with CLT and went on to 
say: “Our investment in CLT 
and our participation in its ac- 
tivities are a reflection of the 
company’s policy to participate 
in operations outside the United 
States.” 

Sig Mickelson, vice president 
of Time-Life Broadcast, will be 
responsible for its participation 
in CLT, under the supervision 
of Weston C. Pullen Jr., presi- 
dent of Time-Life Broadcast. 











re-opened, at the least. Whether they 
succeed or not will determine, in large 
measure, the shape of America’s sky- 
tv program over the next decade. 
This by no means implies that the 
space communications satellite pro- 
gram will move either faster or slower 
under one method of ownership than 


another. The Government has decided 


that the space tv program should re- 
ceive top priority, and it will get top 
priority. There would be no lack of 
cooperation from private industry if 
an interim period of Government 















COEDIO ; ic 





*R 

esearch is the key word which links the objectives of the leading 
n audience measurement service and the world’s largest independent 
i- data processing firm. 





To ARB clients, this alliance of objectives and resources promises 
an expansion of research services to meet every television audience 


they measurement need of the ’60’s...and beyond. 


arge 


t the 
pro- 
ower 
than 
sided 
d re- 
t top 
k of 
ry if 
ment 


AMERICAN RESEARCH BUREAU 


SP ivVvyitwaiwa.-= Oo F Cc - 8 =t =-® ine. 





Washington ° New York ° Chicago -e Los Angeles 





October 2, 1961, Television Age 111 





ownership were decided upon—and 
certainly such a period would seem 
wise at least until after the ILU con- 
ference in 1963. 

Dallas W. Smythe, communications 
research professor at the University 
of Illinois, testifying before the Small 
Business Committee, headed by Sena- 
tor Long of Louisiana, observed that 


the U. S. would be making a “regret- 
table” mistake to turn the system over 
to private business. 


Nobody 


good which sky tv can eventually ex- 


disputes the power for 


ercise throughout the world. Brig. 
Gen. David Sarnoff, RCA chairman 
and among the prime movers in the 
nation’s tv-satellite program, has ob- 
served that the question of satellite 
ownership is far less important than 
“adoption of the right system at the 
earliest possible moment.” A global 
system of satellite communications, he 
said, “would be a dramatic advance 
in the use of outer space for peaceful 
purposes. It would benefit all man- 
kind and give an effective demonstra- 
tion of American initiative, vigor and 
leadership.” 


Study (Continued from page 27) 


the other programs in the survey— 
Guilding Light, Edge of Night or As 
the World Turns. And they’re not say- 
ing 80 per cent of U. S. housewives 
don’t watch any daytime television. 
So, while their statement may or may 
not be true, it’s as significant as if I 
said 30 million tv homes didn’t watch 
Wagon Train last week. Or, on a more 
personal level, more than 50 million 
women didn’t buy McCall’s last 
month.” 

While the figures given for each of 
the three soap-opera programs sur- 
veyed can also be projected on a na- 
tional basis to indicate a greater audi- 
ence than that reported by the ty 
rating services, it is not mere size of 
each program’s audience that con- 
cerns the publisher. Rather, it is the 
idea that there is that “comparative 
lack of interest in daytime tv among 
women under 50.” Without dwelling 
on the word comparative (and inquir- 
ing what is compared with what) and 
without protesting that data drawn 
from four programs has now seeming- 
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ly become applicable to “daytime tv 
as a whole, let’s study the Hooper 
figures. 

Of 113 reporting they 
watched Concentration five times dur- 


women 


ing one week, 66 were age 49 or under 

and 64 were 50 or over. Of those 
watching four days, 22 were under 50, 
14 were over; three days, 54 were 
under, 23 were over; two days, 54 
under, 22 over, and one day, 45 under 
and 18 over. 

In not one instance, with any of 
the 


discussing light or heavy viewers, did 


other three programs, whether 
the figures indicate more women past 
the age of 50 were viewing the show 
than their younger counterparts. 
Take As the World Turns, for ex- 
ample. Of 27 viewers who caught the 
show one day during the week, 11 
were under age 35, 10 were in the 
35-49 bracket and only six were 50 
and over. Of 50 viewers who saw the 
program three times during the week, 
20 were under age 35, 17 were 35-49 
and 13 were age 50 and over. Or take 
Guiding Light, where of 41 women 
who saw the series twice in the week, 
12 were 


were 35-49 and 11 were 50 and over. 


under 35 years of age, 18 


Unsupported Claim 


Where, for the 


magazine's claim that daytime tv lacks 


then, is support 
appeal for women under 50? A care- 
ful reading of a parenthetical state- 
ment—*(each of the programs was 
viewed by a relatively high proportion 
of women 50 years of age or older)” 

provides the answer when it is noted 
that this fact applies to only “the types 
of women who watch daytime tv every 
day.” 

While the italics are ours, and while 
the four programs in question obvi- 
ously are not “daytime tv” in its en- 
tirety, it cannot be denied that for 
each program surveyed, large num- 
bers of women over 50 did watch five 
days a week. As to the relatively high 
proportion, the proportion of over-50 
women watching five days a week in 
each instance is higher than those 
watching four, three, two or one time 
a week, but the same holds true for 
the under 35 and 35-49 age groupings. 


No data is offered that produces fig- 
ures different, say, from ARB’s March 
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age-groupings on Concentration which 
shows about 48 per cent of the female 
audience is over age 49, while 13 
per cent is in the 40-49 bracket, 28 
per cent is 18-39 and the remainder 
are children and teen-agers. 

Again, one might surmise from a 
quick reading of McCall's claims, that 
widows and divorcees are daytime tv’s 
primary audience. The same technique 
employed in “proving” only elderly 
biddies watch is utilized here, for it 
must be admitted that the Hooper fig- 
ures show that among the sample of 
256 widowed and divorced respond- 
ents, greater percentages watched each 
of the four programs in question five 
days a week than those percentages 
watching fewer days. 

For example, of 44 widows and 


divorcees who watched As the World 


the program that often, and similar 


differences appear for each program. | 


Because the widow-divorcee propor- 
tion is larger, however, it seems fool- 
ish to overlook the fact that 137 
married women watched the serial 
daily—-as compared to only 29 
widows. Or, that 99 married women 
saw Edge of Night in every one of its 
weekly telecasts, as opposed to 28 
widows. 

So it goes throughout the balance 
of the magazine’s “deductions.” Yes, 
of 66 women having only a grade- 
school education, 31 did watch Guid- 
ing Light five days in one week. Yes, 
of 62 women living in families having 
income under $3,000 annually, 32 did 
watch Concentration five days in one 
week. Yes, of 59 women reporting 
they read neither magazines nor Sun- 





last week” 
As The World Turns 16.7 
Concentration 19.9 
Edge of Night 12.5 
Guiding Light 13.3 





Total & Frequent Viewers, 4 Daytime Shows 


Jo women who 
saw show “one 
or more times 


Jo women Frequent 
who saw show viewers as % 
five times of total 
“last week” viewers 
8.2 49 
6.5 33 
6.5 52 
5.3 40 








Turns, 29 caught the show daily. Of 
39 who watched Guiding Light, 18 
saw it every day, and of 42 watching 
Edge of Night, 28 saw it daily. In 
each instance, the remaining viewers 
of the program in the widow/divorcee 
category were divided among those 
viewing one, two, three or four times 
weekly—making for fairly small per- 
centage figures in each instance. 

As can be easily seen, the factor 
ignored here is the percentage break- 
downs for women viewers in the 
“married” category. (Only 87 single 
women were questioned in the survey 

-a figure thought so small as to be 
statistically insignificant.) 

Married women, it is noted, also 
tend to have higher percentages in 
the “viewed five times” category than 
in the “one, two, three or four-view- 
ing” groups. Admittedly where 11.3 
of the widow/divorcee sample viewed 
As the World Turns five times weekly, 
only 8.1 of the married sample saw 


day supplements, 29 did watch Edge 
of Night five days in one week. And 
so on. 

But, no mention is made of the 
nine college-educated women out of a 
sample of 25 who watched Guiding 
Light five days in the week, eight who 
saw it three days in the week and five 
who caught it twice. 

No mention is made of the 11 
women out of a sample of 35 in the 
$7,500-and-up income bracket who 
saw As the World Turns five days in 
one week, nor of the 17 out of a 
sample of 59 in the same income 
bracket who watched Concentration 
five days in the week. 

Nor is there note in the magazine’s 
anti-tv claims of the 98 women out of 
a sample of 182 who read supplements 
who saw Edge of Night five days in 
the week, the 27 who saw the show 
twice, the 21 who saw it three times 
and the 15 who saw it four times. 

Daytime television, to be sure, is 










WITHIN A STONE’S THROW 
OF COMMUNICATIONS ROW! 


One of New York's 
most desirable locations 


MADISON AVENUE 
AT 52nd STREET 





A Bigger and Better 


HOTEL 
Just steps from anywhere... 
now with 500 individually deco- 


rated rooms and suites — and 
completely air conditioned. 





The magnificent new 


BARBERRY 


17 E. 52 St. 
Your rendezvous for dining 
deliberately and well... 
open every day of the week 
for luncheon, cocktails, 
dinner, supper. 


PLAZA 3-5800 ¢ TWX: NY 1-138 








October 2, 1961, Television Age 113 





not, and never has been, guaranteed 
to garner 100 per cent of all U. S. tv 
homes per day, per week or even per 
month. As Nielsen has noted, a typical 
daytime serial with a 9.7 rating per 
day can build to a 16.7 for the week 
and 25.4 for the month. In a week’s 
time, the average number of telecasts 
viewed by a household is 2.9; in a 
month’s time, the average is 7.6 view- 
ings. Daytime advertisers have learned 
that a large part of any one program’s 
audience is duplicated throughout the 
week, from day to day, and they con- 
sequently divide their commercials 
among several shows in order to ob- 
tain a wide segment of the total view- 
ing audience. 

Other advertisers, desiring fre- 
quency, can take heart from a typical 
statistic from the McCall’s survey. It 
reads: 9.2 per cent of all women inter- 
viewed who are under 35 years of age 
watched As the World Turns five 
times last week. Projecting that 9.2 
per cent to cover some 18 million 
under-35 housewives in the U. S. 
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Characteristics of Program Viewers 

Total Under Wid.- 

Viewers 35 35-49 50-up Married Div. 
As the World Turns 342 116 117 105 291 44 
One day 27 ll 10 5 26 l 
Three days 50 20 17 13 46 4 
Five days 168 55 56 56 137 29 
Guiding Light 272 80 95 94 226 39 
Une day 37 12 ll 13 30 7 
Three days 41 17 12 12 38 2 
Five days 108 30 38 38 87 18 
Edge of Night 256 72 82 100 204 42 
One day 22 5 8 8 18 2 
Three days 28 10 7 ll 25 2 
Five days 133 36 37 59 99 28 
Concentration 407 lll 142 148 352 47 
One day 65 25 20 18 60 2 
Three days 77 22 32 23 68 9 
Five days 133 25 41 64 103 26 
TOTAL SAMPLE: 2,042 596 785 630 1,689 256 

Note: Figures for two-and four-days viewers, for “don’t know” and “no report” 

ommitted along with non-viewer data. 















might indicate that about 1.5 million 
women were exposed to 15 minutes of 
commercials during the week on this 
program alone. 

How McCall’s reconciles its conclu- 
sion that daytime tv has the greatest 
appeal for women who are divorced 
or widowed with its conclusion that 
daytime tv has the greatest appeal 
among women who are housewives is 
unclear, but both statements are made. 
Obviously, television advertisers will 
be delighted at the magazine’s support 


| of their belief that they are aiming 


their commercials at housewives, just 


as they will be glad to read the Mc- 
Call’s claim that heavy-viewing house- 
wives live in larger families. 

As a network research executive 
noted, however, “We intend to rely in 
the future on the established televi- 
sion rating services as we have in the 
past. While the magazine’s figures 
both support and strengthen what 
we've long known about daytime tv, 
we prefer research based on un-stacked 
questions, on sample sizes drawn for 
tv surveys—not cake-mix studies— 
and on accurate measurements that 
can be verified by diary or machine.” 





Aware of the successes scored 
by Golden Books and others in 
the field of promoting merchan- 
dise as supermarket premiums, 
Nevil Plastics, Inc., recently 
called upon tv to salvage a pro- 
motion that had been using full- 
color newspaper pages. 

Within a few weeks of setting 
one-minute schedules on WGR-TV 
and WBEN-TV Buffalo, sales of 
the books had jumped from 
2,000 to 7,000 copies per week. 

“When a six-week print sched- 
ule fell flat,” said Bill Schweitzer 
(a man of many talents, who, in 
addition to serving as program 
and promotion director for 





Tv to the Rescue of Books 


WEBR Radio Buffalo, acts as a 
freelance merchandising con- 
sultant) , “I suggested a complete 
switch to television.” The adver- 
tiser, a subsidiary of Leland 
Publishing of Canada, consid- 
ered briefly, then agreed to a 
video expenditure of $4,000 per 
week to try to move its 16- 
volume set of “The Complete 
Guide to Better Gardening.” 

“Two things made the sched- 
ules effective,’ Mr. Schweitzer 
claimed. “One was the use of a 
local personality who did the 
spots; the other was the fact that 
commercials were done live. 



























Newsfront (Continued from 17) 


Consequently, the independent group 
suggested spending $452,000 of the 
mythical million in tv vs. $231,000 
in newspapers and smaller sums in 
other media. Chain-store managers 
cut the melon a little less amply, sug- 
gesting a tv expenditure of $385,000 
—still $75,000 more than the sug- 
gested $310,000 investment in the 
runner-up medium, newspapers. 
Copies of the survey, entitled 
“America’s Biggest Sales Check,” are 
being furnished to advertisers, agen- 
cies and stations, and are available 


on request to CBS-TV. 


Commercials Grow Up 


Several hundred media buyers in 
New York, Chicago and on the west 
coast have witnessed in the past few 
weeks an “in-depth” survey designed 
to present what San Francisco view- 
ers think of local outlet KRON-Tv. The 
study, conducted over a nine-month 
period by the Institute of Motiva- 
tional Research under the direction 
of Dr. Ernest Dichter, revealed—as 
might be expected—that the station 
not only is top-rated in its area, but 
is held in high esteem by viewers 
both as a source of entertainment 
and as a veritable fountain of knowl- 
edge, informative and trustworthy 
advertising, sports, fashion news, 
sophistication and good taste. 

Dr. Dichter, in introducing the 
presentation in New York at a show- 
ing hosted by KRON-TV management 
and representatives of Peters, Griffin, 
Woodward, Inc., discussed some gen- 
eral television trends that this survey 
and others had uncovered over the 
past decade. “A radical change,” he 
said, “appears to have taken place in 
the attitude of the viewer toward com- 
mercials. Rather than being looked 
upon as interruptions, advertising an- 
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CALL YOUR RED CROSS TODAY! 


Kent J. Fredericks (l.) has been pro- 
moted to the position of national sales 
manager of wxyz-Tv Detroit. He has 
been with the station for three years 
as a member of the local sales staff. 
James P. Conroy (r.) who has been 
with Wx¥z-TV since 1959 as manager 
of production services, replaces Mr. 
Fredericks on the local sales staff. 





nouncements—I believe—are coming 
to be accepted as providing a serv- 
ice.” 

Citing instances in which respon- 
dents had objected to commercials 
aimed obviously at “inferior” men- 
talities, the doctor feels the time is 
not far off when honest and straight- 
forward advertising messages can be 
delivered. “It is no longer necessary,” 
Dr. Dichter opined, “to trick a viewer 
into sitting through the commercial. 
As a matter of fact, such trickery is 
resented. In England commercials are 
presented as a straight service fea- 
ture, and they are watched as a mat- 
ter of course.” 

Acknowledging that, in most of 
the surveys taken, it was generally 
the upper-income and_higher-edu- 
cated groups which attacked television 
commercials on grounds of trickery, 
stupidity and the like, Dr. Dichter 
stated that the “lower classifications” 
of viewers are more inclined to re- 
port that commercials “are fun to 
watch”; “that they are improving all 
the time,” and that “commercials are 
one way of keeping up with new de- 
velopments in the world.” 

During the past decade, however, 
commercials appear to have changed 
places with programming in the mind 
of the viewer when discussing areas 
of television deficiencies, says the 
KRON-TV report. Announcements are 
no longer the bane of the viewer’s 
existence; they are recognized as 
necessary in most instances, and en- 
thusiastically embraced in some. 
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Automated Gift Plan, Inc 
80 Park Avenue, New York 16, N. Y. 


Please send further information 

ww ———————— 

Address __ 

= lone __ State 


an “. Title 


We use appro: Gifts on the $7.50 to $100.00 price range 
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1\“This is the fourth time I’ve had that 2)/“As promotion manager, I’m responsi- 3| “So, naturally, we play up our strong- 
nightmare. But I think I’ve figured ble for the ads that create a basic im- _ est sales point — to register a simple, 
out what’s *ugging me. pression of our advertising medium. convincing impression. But this puts all 


our eggs in one basket. It’s a good, hon- 
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est basket and we get business from it... 
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Pert bn  sbiey ae j 
4|“but suppose some advertisers need 5|“I think so. And I have an idea! When ¢4|‘“...in SRDS. Well, thanks, sweetie, 
what we've got, for some other good I used to work at the ad agency I but we have an ad in there featuring 
reason. We have at least ten reasons remember everybody using Standard our one big—hey— 
besides the one we’re promoting, but Rate when they compared media. Why 
how are those advertisers goingtoknow don’t you put an ad in...” 
we've got what they want? Get it?” 


3| with competent, strategically placed 
information in SRDS 
YOU ARE THERE 
Selling by helping people buy. 





SZOS Standard Rate & Data Service, Inc. 


. Ne the national authority serving the media-buying function 
7| “_hey—that’s it! That’s the place to C. Laury Botthof, President and Publisher 
5201 OLD ORCHARD ROAD, SKOKIE, ILL. — YORKTOWN 6-8500 


put all our sales angles. Every last one SALES OFFICES — SKOKIE, NEW YORK, ATLANTA, LOS ANGELES 


of them, anchored here where every 
prospect has to look before his schedule : N's P| 
is frozen. Thanks a million, honey— @ @ We 

that does it.” 
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Viewpoints (Continued from page 32) 


John D. Profumo, M. P. (Stratford-on-Avon), to the 
U. S. “to study the Eisenhower campaign techniques” 
and also “explore ways in which sponsored television 
might be brought to Britain.” Yorkshire Post (Sept. 12, 
1952). 

“The longer I have studied this matter and watched 
its development, the more I am convinced that the pres- 
ent complete monopoly should not continue.” Herbert 
Morrison (June 19, 1952.) 

“A principle absolutely fundamental and cherished is 
scheduled to be scuttled. It is the principle that matters. 
It is neither here nor there that the scuttling may not 
take place for years. Somebody introduced Christianity 
into England. Somebody introduced smallpox, bubonic 
plague and the Black Death. Somebody is minded now 
to introduce sponsored broadcasting.” Lord Reith. 

“I could wish he (Lord Reith) had feft more able to 
give his blessing to our proposals a little more warmly.” 
Lord De La Warr. 

“The great mass of the British listening public is in 
favour of commercial broadcasting. The friendliness of 
the Radio Luxembourg” is preferable to “the cold- 
blooded approach of the BBC.” Earl of Buckinhamshire. 

“After all, the success of a play or a film can easily be 
judged by noting the number of people in the theatre. 
The fact that Radio Luxembourg has an average listen- 
ing figure of over six million is convincing.” Lord Foley. 

“Is it wise for this country to follow up the craze that 
we find growing rapidly in some countries to commer- 
cialize everything? Is it really wise?” Lord Macdonald 
of Gwaenysgor. 

“Must we give the people exactly what they want?” 
Lord Brand. 

“The conscience of the British public is such that they 
will never stand for any form of sponsored broadcast 
which is not in good taste.” Lord Hawke. 

“The elder statesmen of this House do not understand 
entertainment. After all, the main objective of broadcast- 
ing is to give entertainment and recreation to the people. 
I doubt that Lord Halifax or Lord Brand is a regular 
follower of Mrs. Dale’s Diary* or that they are qualified 
to rate the merits of dance bands.” Lord Gifford. 

“We may get that very Americanism about which the 
Home Secretary seemed te be apprehensive.” Herbert 
Morrison. 

No need to worry about “Americanization” because 
“we have our typically British way of resolving problems 
of taste. We are a much more mature and sophisticated 
people. Is it really to be suggested that such a people as 
ours are unfit to decide what they want to see?” Sir 
David Maxwell Fyfe, Home Secretary. 

“People will judge of the best and will switch on to 
the best.” Capt. Charles Waterhouse. 

“Set the people free to choose their own programs.” 


Mr. Orr-Ewing. 





*A British-type soap-opera, middle-class family, popular series. 





“We are not a nation of intellectuals. The average 
listeners deserve the best possible entertainment which 
can be given them.” Mr. Profumo. 

Norman Collins, the Pat Weaver of BBC Television: 
“The principle at stake is whether the new medium of 
television shall be allowed to develop at this, the most 
crucial stage of its existence, along its own lines and 
by its own methods, or be merged into the colossus . . . 
of the Corporation.” For three years “I have sought to 
conceal [from his television colleagues in the BBC] the 
apathy, disinterest and often the open hostility towards 
the new medium which exists 
House.” 


in Broadcasting 


Apathy and disinterest won that round when Lord 
Simon, chairman of the board of governors, moved one 
George Barnes (now Sir George), the genteel, antiseptic 
and intellectually flaccid head of the Spoken Word and 
of the mercilessly inert Third Programme, over Mr. Col- 
lins’ head into a new office: director of television. 

Sir George is a beautifully spoken zero. Mr. Collins 
is one of the most exciting, certainly one of the most 
versatile Englishmen alive: a book publisher, a success- 
ful popular novelist, a pamphleteer, a public speaker of 
serious- purpose and great wit. He is a mixture of the 
young Churchill with the best of Evelyn Waugh thrown 
in, is keenly show-wise, has held all the big radio and 
television jobs that the BBC offers, and is a hardheaded 
influential businessman _ besides. 

When Lord Simon with Sir William Haley (director- 
general of the BBC) told Mr. Collins of the new office 
and named the man who would occupy it, and then asked 
him if he would stay on as controller (knowing he would 
not), Mr. Collins asked for two hours “to think it over.” 

“Like damn fools we agreed, with the result that Col- 
lins filled the afternoon papers with the story of his 
‘resignation’ because the BBC wasn’t interested in tele- 
vision.” (Interview with Lord Simon, Nov. 17, 1958.) 

A columnist in The Observer flatly stated that Mr. 
Collins was “the man who did more than any other single 
individual to bring commercial television to Britain.” 
Lord Simon summed it up in a sentence: “If we hadn’t 
fired Collins, there would be no commercial tv now.” 

Besides his astounding energy, Mr. Collins had a lot 
more going for him, including most of Britain’s talent, 
most of the British people and much of the press. Leaflets 
showered over England like an American blizzard, trucks 
blared, indoor film units and outdoor film vans toured 
cities and holiday resorts, damning the “Brahmin caste” 
who were keeping fun from the people. Slogans ap- 
peared: “There’s Free Speech! Why Not Free Switch!” 
For a time things became very American: Gillie Potter, 
the popular comedian, accused the BBC of “flogging foul 
films and boosting bawdy books.” 

Mr. Collins kept calm himself, promising that “there 
will be no overlong or interruptive advertising,” while 
fanning the fire with his hat and with a cadre of flacks 
that would have staggered the young Hearst. 

The result: “though lifelong friends are in some cases 
scarcely on speaking terms,” England is free to switch. 
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facts you 
should know 
about 


WTVY 


DOTHAN 


TOWER: 


WTVY’s new tower is the tallest 
in Alabama . . . it stands 1209 
feet above the ground; 1549 feet 
ahove sea level. 


Operating on Channel 4 with 
100,000 watts WTVY serves ap- 
proximately 200,000 television 
homes. 


COVERAGE: 


In WTVY’s coverage area there 
is a population of 1,062,100 with 


261,700 total homes in the area. | 
Our signal covers 48 counties— | 


25 in Georgia, 13 in Alabama 


and 10 in Florida. Retail sales in | 


1959 for WTVY viewers totaled 
$824,295,000. 


SCHEDULE: 


WTVY carries the best of CBS 
and ABC programming, plus 
many popular local features. 


WTVY 


Dothan, Alabama 





Call THE MEEKER CO., National Reps; 
CLARKE BROWN, Southern Rep; or F. E. 
BUSBY at SY 2-3195. 
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| Banner (Continued from page 29) 


| can get it promptly with just one 
| phone call. Even Kanab, Utah, with 
| a population of 1,645, has a compre- 
hensive listing of services available in 
the Film Production Manual, all or- 
ganized under the direction of a 
gentleman who heads the Kanab 
Movie Production Association. 
“But in New York City, which one 
usually assumes is the show-business 
| headquarters of the world, you have 
to contend with several levels of the 
| Police Department and other depart- 
| ments of the city government, one by 
| one. New York has everything from 
Travelers’ Aid to a Convention and 
Visitors’ Bureau, but it has nobody to 
coordinate facilities for tv or film 


| production.” 


Police No Help 


Typical of the problems facing tv 
producers in New York are the con- 
ditions that hamper shooting exteriors 


| for Candid Camera. To capture the 
| 


spontaneity of public reaction, Banner 


| crews take their cameras into the 
| city’s streets five days a week, con- 
cealed in the back of a station wagon. 
But before they can load film and 
| start the day’s run they get a parking 
ticket while moving the equipment out 
of the production offices at 60 West 
55th Street. 

Repeated applications for a permit 
to load and unload equipment have 


been turned down by both the local 
| precinct and the higher echelons of 


| the Police Department. The only evi- 

dence of cooperation has been the 
sympathetic help of Deputy Commis- 
sioner Morgan J. Sheahan of the De- 
partment of Commerce and Public 
Events, but Mr. Sheahan’s written per- 
mits are uniformly ignored by the 
police, and Banner Associates winds 
up with as many as four tickets a day. 
Stretched over a full week, that means 
some $300 in unnecessary expense, to 
say nothing of the frustrating aggra- 
vation involved. 

Nor does the problem stop with the 
parking angle. No sequences may be 
shot during daylight hours on streets 
considered by the police as “busy 
thoroughfares.” That eliminates every 
major crosstown artery and virtually 





all of the city’s avenues, as well as 
such key locations as Times Square, 
all of which are particularly appro- 
priate to the kind of show Candid 
Camera is. 

In addition, permits for any other 
locations must be filed at least 72 
hours prior to the shooting. Frequent- 
ly, producer Allen Funt or other mem- 
bers of the staff may have a last- 
minute change of mind about the 
suitability of a location already ap- 
plied for, but the permit cannot be 
changed in time. Since those connect- 
ed with the show feel that many of 
the best ideas used on Candid Camera 
developed from such spontaneous im- 
provisation, this city restriction, they 
believe, clearly puts a damper on the 
creativity that goes into the program. 

Another migraine induced by New 
York’s regulations stemmed from 
Banner Associates’ recent use of a 
child actor. While filming the pilot of 
The Alan King Show, the firm found 
that there is a local ruling which pro- 
hibits the appearance of moppet 
thespians under the age of seven. This 
was especially unsettling because both 
scripting and casting for the domestic 
situation comedy had been predicated 
on the use of two boys aged five and 
eight. 


Letter of Protest 


“This ruling is directed only at the 
film-making business,” declared Boh 
Banner in a letter of protest to Mayor 
Robert Wagner—a letter which the 
mayor’s office declined to answer. 
“The measure does not apply to the 
production of tv commercials or still 
photography for advertising or edi- 
torial purposes. That a child who 
takes part in a commercial may be in 
rehearsal and on camera just as long 
as a child in entertainment work is 
well known to observers. The amount 
of energy expended by the child in 
either case would be about the same. 
* the letter con- 
tinued, “children under seven have 


“For years now, 


been used in television and motion- 
picture productions originating in 


‘New York because, unwittingly or not, 


some producers have not bothered to 
check into the business of permits. 
We feel a sense of responsibility about 
our work, which is precisely the rea- 
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Mr. Banner, like other producers 
faced with similar problems, regards 
New York’s various restrictions not as 
isolated annoyances but as sympto- 
matic of an over-all attitude by the 
city government. “When you see the 
lengths to which towns and cities from 
Bangor to Hollywood will go to at- 
tract production firms for local film- 
ing, it’s hard to accept the lack of co- 
operation that is so typical of New 
York. It makes you question whether 
New York has any right to call itself 
‘the capital of the entertainment world’ 
any longer.” 


Oh, Those Obstacles 


But, in the immortal words of 
Sydney Skolsky, don’t get Mr. Ban- 
ner wrong. He loves New York. It’s 
just some of the obstacles that the 
big town puts in the path of young, 
energetic and creative tv producers 
that rankle. 

And Bob Banner Associates is 
nothing if not young, energetic and 
creative. Its head man, despite 13 
years of television directing and pro- 
ducing, is only 39; Julio Di Bene- 
detto is four years his junior, and 
Joe Hamilton is 32. 

Bob Banner received his M.A. 
from Northwestern University’s 
theatre arts department, his thesis 
subject being the then obscure field 
of binaural or sterephonic recording 
and broadcasting. He became a 
faculty member at the school, teach- 
ing speech and drama—and Julio Di 
Benedetto, at the university to do 
graduate work, became his student. 


Teacher Into Director 


While he was still teaching, Mr. 
Banner broke into tv as a stage 
manager in Chicago. He learned the 
production end of the field and in 
1949 became director of the pioneer 
Garroway-at-Large show. Meanwhile, 
Mr. Di Benedetto had gone to New 
York and worked as an actor in 
television and in the theatre for three 
years, only to become intrigued by 
the production end of video, which 
led to a production-assistant job at 
NBC. 

By this time, Mr. Banner was an 
experienced director and had been 








Educating the Local Prospect 


Setting the pace in converting habitual newspaper advertisers to tele- 
vision, WISH-TV Indianapolis recently completed a rather unique sales 
clinic designed to educate potential advertisers on the opportunities of 
television. 

At its conclusion the station found that the majority of retailers, banks 
and small advertising agencies are surprisingly uninformed about tele- 
vision’s sales potential and the production of a commercial. The most 
common misconceptions were: tv is too expensive; it loses much of its 
audience in the summer. Many potential advertisers, too, were afraid to 
use the medium because they were not oriented to its facilities. 

Robert B. McConnell, vice president and general manager of WISH-TV, 
and Howard R. Bunnell, manager of local sales, together with Jim Keen, 
Will Jackson and Harry Evard, local sales representatives for WISH-TV, 
included in their over-all clinic presentation a study of the central Indiana 
market, emphasizing television as the one advertising medium which can 
keep up with the shift in living habits from large central cities to suburban 
and outlying areas, The Television Bureau of Advertising’s presentation, 
The Progress of Discontent, and a 15-minute video tape demonstrating 


layouts, something they do know.” 





the preparation of art, slides and films for tv. 

“This is a part of our business that the newspaper-oriented local adver- 
tisers do not understand,” said Mr. McConnell, speaking of the production 
techniques. “Perhaps this gives these people just one more reason to shy 
away from tv and stick to their scissors and paste pots making newspaper 


The sales clinic was organized into four identical 90-minute sessions 
held over two days, so that key advertisers and local agencies in central 
Indiana would have ample opportunity to attend. 

The wisH-TV sales staff taught the groups not only about television in 
general but about WISH-Tv in particular, noting especially the daytime 
audience and the opportunities for selling housewives. 

In comparing the various media open to advertisers, Mr. McConnell 
told the clinic, “The choice of any advertising medium calls for more than 
just the knowledge that it reaches a certain number of people. Equally 
important is the question of who these people are . . 
reached . . . where they are, and how often you reach them.” 


. when they are best 








helming such programs as The Fred 
Waring Show, the Metropolitan 
Opera tv productions, Omnibus and 
The Dave Garroway Show. He was 
producer-director for special shows 
for Wide Wide World and directed 
several Producers Showcase  seg- 
ments, and then, in 1954, he was 
signed as producer-director for The 
Dinah Shore Show. 

Needing an associate producer, 
he happened to run into old buddy 
and former student Di Benedetto, 
who had advanced to associate pro- 
ducer-director status on the coast, 
and hired him on the spot. For the 
next four years the two held the 
production reins on the Shore show. 

Which in turn led to Joe Hamilton. 
Mr. Hamilton was the baritone of 






the Skylarks, the singing group fea- 
tured on Miss Shore’s Sunday-night 
stanza. More than just a singer, he 
began writing special material for the 
show, and Mr. Banner, seeing that 
young Mr. Hamilton was seriously 
interested in production, found him- 
self with another student to teach. 
Under such guidance, Joe Hamilton 
wound up as music coordinator and 
associate producer of the program. 
And then in November of 1958 
Bob Banner formed his own com- 
pany, and the taking over of the 
production of Garry Moore’s show 
was the first step up the ladder for 
the trio. Things seem to have been 
going very well ever since—even if 
little old New York does sometimes 
give the three of them a hard time. 
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Serling Replies io ‘Who Killed Playhouse 90?’ 





(The following letter was written pro- 
testing the Viewpoints column in the 
July 10th issue of this magazine in 
which the demise of Playhouse 90 
was attributed to, among other 
things, “executive inertia and writer 
morbidity.” The author was asso- 
ciated with that series throughout its 
existence, and is the creator-producer 
of Twilight Zone for CBS-TV.) 
our “G.B.R.,” who contributed so 
pin an attack on ad-agency 
critics, does well to seek out even the 
partial anonymity of initials. Because 
while you preface his remarks by as- 
suring us that he is “a well-known 
individual with years of experience in 
all phases of television writing and 
production,” there appears very little 
in his extended apologia for ad-agency 
moronics to even remotely support so 
creditable a background. It would be 
my guess that the gentleman with the 
initials never wrote anything more 
probing than a one-minute detergent 
commercial, or produced anything 
more complicated than a public-service 
station break. It would also appear 
that he has missed the essence of the 
argument between those of us who 
create television and gentlemen like 
himself who buy and sell it. This has 
been a long-running battle since tele- 
vision’s inception, and there are rights 
and wrongs on both sides. But what is 
needed from both sides is careful 
analytical dissection—not a meat- 
plant vivisection that this “top execu- 
tive of one of the foremost advertis- 
ing agencies” has thrown at us. 
Reading between the whines, one 
gathers that Mr. G.B.R. is primarily 
concerned with the right of the ad 
agency to control the dramatic con- 
tent of any given show. Hence he de- 
fends with some vehemence the gas 
companies’ insistence that the words 
“prussic acid” be added to the dia- 
logue in Judgment at Nuremburg 
on Playhouse 90. He arrives at this 
philosophical fortress by a kind of 
ipso-facto assertion that “gas” has a 
damaging connotation when used in 
any discussion of genocide. Unwit- 


tingly, here Mr. G.B.R. puts his big 


ham fist directly on the nerve ending 
of what is our fundamental difference 
of opinion. He points up what is an 
appalling lack of logic and a similarly 
appalling downgrading by some mem- 
bers of ad agencies as to what is pub- 
lic taste and public intelligence. To 
have added the words “cyanide” or 
“prussic acid” to the dialogue in 
Judgment at Nuremburg would have 
been a gratuitous and also ludicrous 
disclaimer thrust in by the ears. What 
strange and shadowy labyrinth of tor- 
turous logic Mr. G.B.R. plows through 
to make an assumption that an Amer- 
ican viewer would shy away from ap- 
pliances because he heard the word 
gas used with Hitlerian Germany, is 
quite beyond me. 

But carrying this lack of logic one 
step further, one might assume that if 
a viewer sees a gang of bank robbers 
making their getaway in an automo- 
bile, he would immediately go out 
and demand horse-drawn shays. These 
so-called “damaging connotations” 
that advertising men dredge up are 
figments of their own imaginations. 
Because a viewer sees a man smoking 
a cigar he doesn’t swear off cigarettes. 
Or if an audience hears the word 
“ford” as an active verb suggesting a 
movement across a river, it will not 
turn to Chevrolets. For a sponsor’s 
representative to protest a thematic 
point of view in a given dramatic 
story might conceivably under cer- 
tain conditions be his prerogative. 
But whether Mr. G.B.R. wants to ad- 
mit it or not, this overt alteration of 
the English language is nothing more 
than an offensive and cheapening mis- 
judgment of what is the intelligence 
of the American public. 

Mr. G.B.R.’s generous employment 
of words like “melancholy,” “grue- 
some,” “shocking” and “depraved” to 
describe various Playhouse 90 shows 
are the subjective reactions of one 
man. His criticisms may or may not 
be valid as dramatic judgments. They 
are, however, highly suspect when 
offered as reasons for Playhouse 90's 
demise. The bulk of the shows that he 
dismisses as “ghoulish,” “patholog- 
ically sadistic” or simply “old and 


familiar” were reviewed by others as 
meaningful, probing, adult dramas. 
That they were controversial and gen- 
erated discussion and an army of pros 
and cons is commentative on their 
maturity—not their pathology. When 
he protests the “appalling crudities” 
of my own Warsaw ghetto story, Jn 
the Presence of Mine Enemies, he is 
probably making reference to one of 
the ad agencies’ chief criticisms—that 
I used the word “German” instead of 
“Nazi.” It was the ad agencies’ con- 
tention here that we would “injure the 
feelings of many Germans.” Perhaps 
to simply document a historical fact 
may be an “appalling crudity” in Mr. 
G.B.R.’s eyes, but it makes one wonder 
what are his standards of excellence 
and what are his concepts of dramatic 
validity. Having been exposed to his 
kind of advertising men almost since 
television’s inception, it points up 
again that to some advertising minds 
anything that is not fluff is Freudian. 

There are many reasons why Play- 
house 90 left the air. But Mr. G.B.R.’s 
contention that its demise can be at- 
tributed solely to some neurotic, artis- 
tic kooks with psychiatric preoccupa- 
tions is absolute and unadulterated 
nonsense. All of us connected with the 
series pulled our share of rocks. We 
contributed as many turkeys as we 
did triumphs, and our failures are as 
much.a part of the public record as 
our accomplishments. But it remains a 
fact that a show like Playhouse 90 
pulled television up by its boot straps. 
It showed what could be television’s 
potential, and that in the welter of 
private eyes, westerns, canned-laughter 
comedies and dancing-rabbit commer- 
cials a mass medium could be 4n 
articulate and an adult art form. Many 
of the ad-agency men who worked 
with us on the show were analytical 
and helpful. But there were others pf 
Mr. G.B.R.’s bend who anchored 
themselves at our elbows and whoge 
knowledge of drama was limited to 
the adjectives appearing on cereal 
boxes. I submit that if we are to point 
accusative fingers, the culpability of 
these product-plugging soap salesmen 
is a matter of record, and their inter- 
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ferences, their blue-penciling, their 
bludgeoning assault on _ thematic 
values can be considered chiefly con- 
tributive to Playhouse 90's demise. 
Mr. G.B.R. 
possessing “many credits and aggres- 
sive self-assurance.” He tells us that 
these despicable traits “rolled over 
Hollywood like an earth-mover.” For 


characterizes me as 


his benefit, my reputation has never 
been one of either aggressiveness or 
self-assurance. My heresy, which Mr. 
G.B.R. finds so subversive and damag- 
ing to his aplomb and his sense of 
values, seems to be the spectacle of 
any American artist who would pro- 
tect what is his own creation, defend 
it against its vitiators, and who would 
fight like hell to let it retain its mean- 
ing, its substance and its quality 
against the heavy-fisted meddling of 
some butter-and-egg men. Because 
they and Mr. G.B.R. have a unique 
double standard, they cry out in a 
horrified remonstrance against offen- 
sive dramas and tv melancholia. 

But one wonders where was Mr. 
G.B.R.’s assaulted conscience when a 
deodorant company used Greek statu- 
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ary and announced that “down 
through the ages men had sought the 
secret of destroying underarm odor”? 
And where was G.B.R.’s holy wrath 
when the human body turned out to 
be nothing more complex than a 
three-compartment head with ham- 
mers and screwdrivers and a small 
circular abdomen where little “A’s” 
and “B’s” flowed in and out? And 
where were Mr. G.B.R.’s_ sensitive 
taste buds when the liver bile ate into 
the lace? If Mr. G.B.R. wants to con- 
tinue his crusade to find out who are 
gravediggers, let him 
open the door to his office and look 
down the hall. The culprits will be at 
their desks. What is muting the voice 
of television, and in the process 


television’s 


shoveling creativity and originality 
into a hole, is a group of his colleagues 
who may keep the medium alive by 
their nickels and dimes but who, in 
the process, are sticking it into a 
strait-jacket of predictable and point- 
less doggerel. 

Rop SERLING 

Cayuga Productions 

Hollywood 





Pulse 


ing public. Advance information on 


(Continued from page 31) 


feature films was suggested as a topic 
for newspaper columnists, probably 
not only as idle interest. In many 
cases, a movie will be shown only 
once, and some knowledge of its sub- 
ject matter, and possibly a review, 
might turn many people back to 
columnists as guides to viewing 
choice. 

In contrast to the number of people 
who would be interested in reviews of 


| one-shot specials, only 24.6 per cent 


| care about reading reviews of tv pro- 


| grams which are broadcast regularly. 


Why is there such a gap between the 
percentage for regular-program re- 
views and that for special reviews? 
The answer may be found again in 
the answers to question 4. Because 
most series are similar in character 
and type of plot week after week, a 
review of each program would cer- 
tainly be less interesting—for the 
than 
a review of a special show on any sub- 


columnist as well as the reader- 


ject, and apparently constant reviews 
of a series would not influence most 











Neal B. Welch (l.), general manager 
of wsBt-Tv South Bend, has retired 
after 19 years with the station. Sue- 
ceeding him is Arthur R. O’Neil (r), 
a member of WSBT’s engineering staff 
since 1938, chief engineer since 1952 


and assistant manager since °54, 





viewers for or against it. Another 
point is that it is fun for the general 
public to try to guess the reaction of 
a newspaper columnist to a special, 
while there wouldn’t be much guessing 
in a series, assuming the columnist 
had given his opinion after the first 
episode. 

Surprisingly enough, only 24.4 per 
cent of tv viewers and column readers 
thought they would like to read about 
television performers. This seems to 
indicate a shift in interest from the 
earlier days of television when tv per- 
sonalities were equally if not more 
important to the public than the 
stories they were in. 

In general, the people interviewed 
in this study seemed to be more in- 
terested in reading about program- 
ming, and particularly reviews of the 
special, non-weekly shows. Also, al- 
though 69.8 per cent said that reviews 
of television series do not affect their 
viewing choice, almost as large a per- 
centage listed advance information 
about new tv programs as an interest 
ing subject for tv newspaper columns. 
As these two answers seem somewhat 
at odds, it would appear that advance 
information on programs must be de- 
sired for some other reason than to 
help the viewer choose a channel. 

In spite of the seemingly deaf ear 
the public turns to the tv columnists 
opinions, it is not quite yet time for 
the reviewers and previewers to fold 
their tents. Whether or not people pay 
attention to the columns, over three- 
quarters of New York’s viewers at 
least read them. 


























































in the picture 


Joseph M. McMahon Jr. has been appointed vice president in charge of business 
development for Benton & Bowles, Inc., it has been announced by William R. Hesse, pres- 
ident of the agency, to whom Mr. McMahon will report directly. Prior to joining Benton 
& Bowles Mr. McMahon was director of advertising for the Joseph Schlitz Brewing Co. 
During his eight years with the company he was successively assistant chain-store sales 
manager, eastern divisional sales manager and assistant to the vice president and director 
of marketing. Previously Mr. McMahon was general manager of the Potosi Brewing Co. 






























a and general sales manager and assistant to the president of the Atlantic Brewing Co. Mr. 
Seal McMahon headed his own advertising agency in Chicago at one time and has been asso- 
(r), ciated with Grant Advertising, Campbell-Mithun and the Kirkgasser-Drew agency. 
staff 
1952 Herbert F. Solow (1.) has become director of daytime pro- 
94. grams, CBS Television network, Hollywood, and Bruce Lansbury 
_ (r.), who had held that post, becomes general program executive, 
Hollywood. Mr. Solow previously was with the William Morris 
other Agency in New York from 1953 to 1956 and most recently was 
neral program director and executive producer for California National 
mn of Productions. Mr. Lansbury, director of daytime programs in 
ecial, Hollywood since February 1961, had been assistant director of 
— program development for CBS-TV on the coast since 1959; 
"cal before that he was with KaBc-Tv Los Angeles as a writer-producer. 
rst 
A per James W. Nichols, a broadcast executive for 10 years, has been appointed to the 
aders newly created position of vice president in charge of new business for Ted Workman Ad- 
bol vertising, Inc., of Dallas. Mr. Nichols, executive vice president and general manager of 
ns Fidelity Advertising of Abilene, Tex., is a specialist in the radio-television field, and his 
o tie three-year agency has major accounts in this area; Fidelity Advertising reported billings 
) per. in excess of $1 million early this year. Ted Workman, head of the Dallas agency bearing 
moll his name, said that Mr. Nichols would be an officer of both companies and that the two 
_ firms would be affiliated. Fidelity, which services accounts in several states, has as one of 
its main accounts the syndicated Herald of Truth television and radio series, produced by 
sewall the Highland Church of Christ in Abilene. 
re in- 
sram- Paul W. Mosely (1.) and Arnold J. Deutschman (r.) 
of the have been elected vice presidents of Ted Bates & Co. Mr. Mosely, 
0, al who is an account supervisor assigned to Boyle-Midway, division 
views of American Home Products Corp., joined Bates in 1959 after 
, their s being associated with Compion Advertising, Inc. Mr. Deutschman 
a per a ' has been with Bates for six years. He had been connected with 
nation il the now defunct Biow Co. for several years prior to going with 
terest. a Bates in 1955. His present post in the organization is that of 
umns. account executive working on Whitehall Laboratories, another 
ewhat ma“, Se division of American Home Products. 
lvance : 
be de- 
an Bruce Crawford has been named to the position of advertising manager of the pro- 
‘el. prietaries and toiletries division of Chesebrough-Pond’s, Inc., it has been announced by 
af ea Albert B. Richardson, vice president in charge of advertising for the company. Mr. 
ania Crawford begins his association with Chesebrough-Pond’s after serving Ted Bates & 
ne 1 Co. for three years. At that agency he was vice president and account supervisor han- 
© fold diing the Brown & Williamson Tobacco Corp. account. Prior to going with Bates in 
ile pay 1958 Mr. Crawford spent three-and-a-half years with Benton & Bowles, Inc., in the ca- 
three pacity of account executive for Procter & Gamble. He headed the corporate and alum- 
= ni fund-raising campaigns of the University of Pennsylvania for a period of three 


years following his graduation from the university in 1952. 
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THE LIGHTER SIDE In camera 









Don’t get the idea he fluffs often, 
but Cochran—who 
was cited here last issue for a slight 


newscaster Ron 
booboo—volunteered another _ in- 
stance of tongue-twisting. It hap- 
pened in an interview with James 
Hagerty, then serving as press secre- 


| tary to ex-President Eisenhower. Mr. 


Hagerty had explained in 
language precisely what his job was. 

“Oh, I said Mr. 
“you're one of those White Horse 


mean White House 


simple 
Cochran, 


see, 


souses .. .- I 


°° 


| sources. 


* oo * 


Comic Cliff Norton, masquerading 
as network program consultant Stuart 
Whitechappel, recently told a New 
York luncheon meeting of the sched- 
ules already laid out for the °62-63 
season. Highlights, he said, will be: 

A new “talk” program featuring 


| David Susskind against the world. 


A western—done from the point 
of view of the horse . . . sort of an 
open-end program. Run it from one 
end for 13 weeks, then reverse it and 
run it from the other end. 

A series of newscasts direct from 


| Cairo, Egypt, featuring Irving R. 


Levine. 
A variation on One Man’s Family 
starring Joseph P. Kennedy. 
A typical situation-comedy pro- 


gram starring Zsa Zsa Gabor as 


“mom” and Sal Mineo as the hus- 
band, with Edward Everett Horton 
as the troublesome teen-age son. 

A story about a boy who loves his 
collie. (No, it’s not like the one you're 


| thinking of. This boy really loves his 


dog. In the first episode they get en- 
gaged.) 


om aa % 


We liked tke following exchange 


| between a WBz-TV Boston interviewer 


(who was seeking some frank, man- 






in-the-street appraisals of tv) and one 
of his respondents: 

Q: What do you think about tele- 
vision? 

A (from a pizza-maker): I like 
westerns. 
Q: You really like them? 
P.M.: I really do. 
Q: If you were appointed the pro- 


gram manager of a television station, 
what kind of programs would you 
put on? 

p.M.: Variety shows. Lots of variety 
shows. 

* & * 

What's sauce for the goose 
Have you read the news item to the 
effect that a young actress is suing a 
filmmaker for $1-million damages to 
her career? It seems she had made a 
television film, and the company 
plans to release it in motion-picture 
theatres. “They can’t do it,” screamed 
the distraught young woman. “The 
picture was of inferior quality and 
suitable only for television.” 

% * u 
the Hudson River 
(while on a KHJ-TV Los Angeles 
pleasure and promotional cruise for 
New York types) as a Circle Line 
sightseeing boat went by: “And on 


Overheard on 


your right, Hoboken, the birthplace 
of Frank Sinatra!” 


* * % 


From ABC-TV’s fact sheet to the 
press on upcoming programs: Editors 
please note—Back to West Virginny 
is new title of the premiere show on 
The Real McCoys. Show was former- 
ly titled You Can’t Go Home. 

What they mean is: you can go 
back, but don’t go home. 


* * = 


From a publicity blurb on the syn- 
dicated program World of Giants, 
starring a Government agent just six 
inches tall: 

“Of course, it’s trick photography 
that makes Marshall Thompson seem 
six inches tall and Arthur Franz 12 
times larger. Actually, both men are 
six-footers . . .” 

Trick photography, eh? By jingo, 
you could’ve fooled us. 


* * x 
Have you heard about the new tel- 
evision series to be presented on an 
alternating basis by all three net- 


works, and reputedly inspired by FCC 


chairman Minow’s latest concern, 
namely children’s programming? It’s 


called And a Little Child Shall Lead 
Them. 




















the 
zr a 
ea 
ny 
ure 
ned 
The 


ind 


ver 
eles 
for 
sine 
on 
lace 


tors 
nny 
» on 
ner- 


syn- 
ints, 
t Six 


iphy 
seem 
z 12 


| are 


ingo, 


» tel- 
n an 
net- 
FCC 
cern, 
» It’s 
Lead 








GENERAL 


FILM LABORATORIES 
A DIVISION OF PACIFIC INDUSTRIES 


FOR TIRED FILM PRODUCERS... 


At first sign of processing ills 
use General’s 

Special Processing Formula 
in liberal quantities . . . 


— Eases tensions 
due to dailies 

— Develops a remarkable 
sense of security 


— Guarantees a 
full night’s sleep 


Recommended by 
satisfied film companies 
throughout the world. 


INGREDIENTS : Equal portions of 
high-quality service; 
skill and experience. 


CAUTION: HABIT FORMING, 


1546 Argyle, Hollywood 28, Calif. / HOllywood 2-6171 / central division / 106 West 14th Street, Kansas City 5, Mo. /GR 1-0044 
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Storer 
pP e Wee ’ 
Programs 

Ine. 


Presents 


a Distinguished New Television Series® 


peat 


Featuring: 


R? 


Award Winning Journalist Bob Considine 
in an exciting new television series on the lives and times of the world’s mos . 


outstanding personalities who helped shape the political, cultural, social) 
military, and scientific patterns of our times. 


Now joining SPI’s initial program offer 
“Divorce Court’sold in the markets below: 


San Francisco, Washington, Dallas/Fort Worth, Houston, 
Los Angeles, Baltimore, Buffalo, Seattle, Sacramento, Detroit, 


Cleveland, Atlanta, Milwaukee and in numerous other markets. 


- NEW YORE: 500 PARK AVENUE, PLAZA 2-7525 - CHICAGO: 8383 NORTH MICHIGAN AVE., CENT RAI 
LOS ANGELES: 338 8. WESTERN AVE., DUNKIRK 38-4691 - ATLANTA: 1018 W. PEACHTREE 8T., N.W.} 
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